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ABSTRACT 
 
Entrepreneurship plays an important role in the South African economy, especially in 
light of the recent global recession. For family businesses, namely copreneurs in the 
restaurant industry, to be afforded a better opportunity to perform better and be viable 
and sustainable, a deeper understanding and insight into their dynamics is required. 
Researching and implementing strategies or recommendations to improve the influence 
of copreneurial relationships in the restaurant industry is fundamentally important to the 
growth and sustainability of restaurants in the hospitality industry, in the Nelson 
Mandela Metropole (NMM). 
 
However, no known studies have been performed in this area of copreneurship. This 
study sought to present exploratory research in the rapidly expanding and critically 
important sector family business, namely copreneurships specifically in the restaurant 
industry in the NMM, in South Africa. The primary research objective of this study is to 
gain a deeper understanding and insight into the influence of copreneurial relationships 
in the restaurant industry in the NMM. A phenomenological, or qualitative, research 
paradigm, through the use of focused one-on-one interviews, was employed to probe 
and analyse relational factors of copreneurial relationships. 
 
A qualifying questionnaire was constructed to determine the most effective sample for 
the study followed by an extensive questionnaire constructed to probe into the 
demographics and the specifically identified relational factors of the ten qualifying 
copreneurships. The collected data was then analysed and inferences were derived 
from the findings of the study.   
 
The findings revealed that what restaurant copreneurships perceive to be the most 
important relationship factors are very closely linked to the relationship factors 
perceived important to personally work on and improve. Of the relational factors 
considered for this study, namely: Commitment, communication, conflict, division of 
labour, emotional attachment, relationship bond, respect, spousal harmony, trust and 
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the spousal values system, several factors stood out as those baring greatest influence 
on copreneurial relationships and their business. This study, from an analysis of the 
collected interview data and subsequent findings, determined communication to stand 
out above all other factors as being the most critical to copreneurial relationships. All 
other factors emanated as important but division of labour, values system, respect and 
relationship bond were revealed as extremely important, just behind communication.  
 
In light of these findings, as well as the discovery of other affecting factors, the study 
concluded that the viability and sustainability of restaurant copreneurships is of 
paramount significance. In order to facilitate this, copreneurial couples must cherish 
their relationships with each other, understand the dynamics of the relational factors 
affecting their relationships, invoke relational improvements for their viability and 
sustainability, not neglect family responsibilities and preservation in light of business 
needs and work together as a team. 
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CHAPTER 1 
 
RESEARCH MOTIVATION 
 
1.1 INTRODUCTION  
Within the South African restaurant sector of the hospitality industry, spousal business 
partners, hereafter referred to as copreneurs, have to face complex combinations of 
organisational, family, relationship and emotional situations within their family 
businesses that bare consequences on the success of copreneurial businesses. This 
dilemma is making it increasingly difficult for copreneurial businesses to remain 
sustainable, grow, develop further or even remain viable and avoid closure (Dyer, Jr., 
1986; Nicolas, 2011).  
 
The problem is that copreneurial businesses within the South African restaurant sector 
of the hospitality industry have an extremely high failure rate. This is mainly due to 
having to handle, deal and battle with an increasing diversity of challenges and 
pressures in order to run and maintain successful family business operations. These 
pressures tend to spill over into the personal relationship and visa versa (Nicolas, 
2011:43) and can affect the work, life and relationship balance of copreneurship.  
 
Small to medium-sized enterprises (SME‟s) in South Africa suffer failure rates of 
between 70 – 80 percent and 80 percent of all emerging SME‟s fail within their first five 
years of operation (Anon, 2006:8). These challenges and pressures are faced by all 
restaurant sector businesses, but coupled with the additional effects on metaphysical 
and emotional bonds of copreneurs, can place added pressure on the longevity, 
sustainability and successful management of copreneurial SME‟s in this sector of the 
hospitality industry (Nicolas, 2011). 
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1.2 PROBLEM STATEMENT 
SME‟s are the main driving force and contributor to economic growth, job creation, 
wealth redistribution and social stability (Kuratko and Hodgetts, 2007:5,7). 
Internationally, SME‟s hold and coordinate the majority of businesses (Scarborough and 
Zimmerer, 2003:21; Stokes and Wilson, 2006:11; Anon, 2006:8) and in South Africa, 
contribute greatest to economic growth, unemployment reduction and are a 
fundamental and predominant way of doing business (Erwin, 2002; Quena, 2007:32; 
Piliso, 2006:1; Fletcher, Helienek and Zafirova, 2009:354; Sanders and Nee, 1996).  
 
Although the experience and rewards of copreneurial businesses, such as financial 
benefits, flexibility, sustainability, adaptability, high levels of motivation, willingness, trust 
and spending more time with loved ones are attractive and can enhance a relationship 
for some couples, for others it may be a recipe for disaster as it can strain relationships 
severely (Nicolas, 2011:43; Fletcher et al., 2009). 
 
It is therefore important to investigate this problem so that copreneurs in the restaurant 
sector of the hospitality industry may be better informed of and have a clearer 
understanding and insight into relational factors and dynamics of copreneurial 
relationships that bare influence on the restaurant industry in the Nelson Mandela 
Metropole (NMM). This also applies to any other industry where copreneurs are, or 
anticipate, operating. O'Regan, Hughes, Collins and Tucker (2010) revealed that 
copreneurial family businesses placed more focus on survival thinking in their business 
as opposed to strategic, or informed, thinking and action.  
 
The present study agrees with the argument of O'Regan et al. (2010) that strategic 
thinking and understanding is required by restaurant copreneurships. With a clearer 
understanding and insight into relational factors that influence restaurant copreneur‟s 
relationships, they could be better geared and equipped to effect and evoke improved 
viability and sustainability within their copreneurship as well as foster those factors that 
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are already well established and contributing favourably to their relationship and 
business.     
 
Threats and risks, if not understood and managed, may have negative effects on 
copreneurial operations. Without further investigation and insight into the field of 
copreneurship, namely that of the restaurant industry, copreneurs may continue to face 
the ongoing dilemma that is currently being experienced by copreneurships in South 
Africa. One such prime example is described by the EU Report (2008) where particular 
note is made of the sacrifices of personal interests, family time and resultant spousal 
discord that has copreneurs bringing in the importance again of the work, life and 
relationship balance, or managing thereof (Miedzinski, Reid and Tsipouri, 2008). 
 
The benefits of this investigation could be far reaching in the field of restaurant 
copreneurship and copreneurships in general, as relational factors affecting 
copreneurship are not limited to the restaurant sector of the hospitality industry, but may 
be generic and applicable across a diverse variety of industries. Copreneurs, pending 
their own circumstances, may be able to take the findings from this research and apply 
practices and recommendations within their own copreneurships to better aid their 
efforts and influence the sustainability, success of longevity of their relationship, 
business and lives (O'Regan et al., 2010; Fletcher et al., 2009) 
 
Copreneurs share implicit trust as there is no concern that who you are working with is 
not aligned to your thinking (Nicolas, 2011:46). One benefit of running a business as a 
married couple is that both partners of many copreneurial businesses have the same 
aims both inside and outside work but work / life balance can be a double edged sword 
(Nicolas, 2011:46). With these as some of the benefits of copreneurial business, it is a 
good underpinning to justify the requirement for further research into this topic. It is also 
noted, from the literature reviewed, that very little focus has been given to the attributes 
that spousal partner dynamics bring to copreneurship and this presents a clear gap in 
current research (O'Regan et al., 2010; Fletcher et al., 2009; Nicolas, 2011; 
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Scarborough and Zimmerer, 2003; Anon, 2006). Here reference is given to the very 
dynamic of copreneurships that may differ from one spousal couple to another. 
 
This research will foster and aid towards contributing to the family business body of 
knowledge, as indicated by Nicolas (2011), through gaining a deeper understanding and 
insight into the selected relational factors that influence copreneurial relationships, 
namely: commitment, communication, conflict, division of labour, emotional attachment, 
relationship bond, respect, spousal harmony, trust and the spousal values system. Dyer 
(1986) further shared that the close relationship depended upon between copreneurs 
may be at risk due to variables such a tension that result from blurring of work and 
family responsibilities and role. 
 
The purpose of this study is therefore to provide a deeper insight and understanding to 
the influence of copreneurial relationships in the restaurant industry, namely in the 
NMM, through the factors that influence relationships.  
 
1.3 RESEARCH OBJECTIVES 
1.3.1 Primary objective 
The primary research objective of this study is to gain a deeper understanding and 
insight into the influence of copreneurial relationships in the restaurant industry in the 
NMM. This will be done by investigating and probing into copreneurial relationships 
through focused one-on-one interviews. Recommendations for the potential 
improvement of copreneurial relationships for the benefit of their relationship and 
business viability, sustainability and growth are also to be offered.   
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1.3.2 Secondary objective 
To facilitate the achievement of the primary objective of this study, the secondary 
objectives are: 
 
(i) To determine the specific relational factors that bare influence on copreneurial 
relationships.  
(ii) To look closer at aspects influencing and affecting the specific relational factors.  
(iii) To gain a further understanding of the dynamics of relational factors and the inter 
relationships they share, in restaurant copreneurships, together with their effects 
on the copreneurial relationship. 
 
1.4 SCOPE OF THE RESEARCH STUDY 
The current study will focus on South African small and medium-sized family 
businesses, specifically in the restaurant industry within the NMM, in which a husband 
and wife are both actively involved in its management and decision-making and where 
both have considerable influence over the decision-making in their business.  
 
The empirical research of this study will be targeted at small and medium-sized 
copreneurial restaurants in the NMM and South Africa for two reasons: firstly, the 
increasingly important role of the small business sector in creating jobs and distributing 
wealth; and secondly, most family businesses, including copreneurial businesses being 
found in this sector. 
 
Key relational factors that influence copreneurial relationships are to be explored for an 
insightful understanding into the phenomenon. The relational factors to be explored are: 
commitment, communication, conflict, division of labour, emotional attachment, 
relationship bond, respect, spousal harmony, trust and the spousal values system. 
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1.5 CONTRIBUTION OF THE RESEARCH STUDY 
Eybers (2010) cited Megginson, Byrd and Megginson (2003:4) as stating that it is an 
interesting time to be studying small businesses and particularly family businesses such 
as copreneurships. In South Africa, SME‟s have become an important target for policy 
makers because of the role that these businesses can play in creating new jobs, 
promoting the economic development of local communities and providing opportunities 
for aspiring entrepreneurs. 
 
This study aims to contribute further to the theoretical and empirical body of family 
business knowledge by focusing on an undocumented area of copreneurship, namely 
that of the restaurant industry. This will be achieved through an exploratory approach 
using focused and structured one-on-one interviews with qualified copreneurial 
respondents in the restaurant industry with the NMM. Findings of previous studies will 
be utilized to determine the pertinent elements or factors for exploration as well as 
offering a background and understanding of the copreneurship phenomenon. This will 
identify the relational factors that influence copreneurial relationships and as such 
influence their copreneurships. 
 
This research study has the ability to offer an insightful understanding as to the factors 
that affect copreneurial relationships and their influence on the restaurant industry. It 
also offers recommendations to such copreneurships for the potential improvement of 
their relationships and business viability, sustainability and even growth. This is hoped 
to contribute favourably to the industry in a whole and if deemed applicable by 
copreneurships in other industries, to their improvement as well. The failure rate of such 
businesses could also be positively affected and reduced.  
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1.6 METHODOLOGY OF THE RESEARCH STUDY  
1.6.1 Research paradigm 
The research paradigm to be utilised in this study is the phenomenological, or 
qualitative paradigm and is primarily concerned with establishing an insightful 
understanding of restaurant copreneurships through investigating social, personal and 
organisational perceptions and their complexities. This in turn will facilitate an improved 
interpretive understanding of the factors that influence copreneurial relationships and 
subsequently, their businesses and the restaurant industry. The study will therefore 
endeavour to describe and interpret copreneurial relationships and their influence on the 
restaurant industry through their relational factors. This study will then aim at looking for 
inferences that emanate from the findings, from differing perceptions gained, during the 
data analysis phase of data collection.  
 
The interpretive paradigm shows much regard for individuals and their views, 
perceptions and beliefs. This study will give particular attention to the use of spoken and 
body language as they play a central role in the perceptions as well as the 
understanding and interpreting of the social phenomena (Neuman, 1994; Jackson, 
1995). 
 
1.6.2 Sample 
The current research will set a formal parameter by restricting its scope of study to the 
restaurant industry within the NMM. The respondents will be required to be identified 
and qualified through specific criteria according to: 
 currently having a running copreneurial business or having owned one within the 
last twelve months at the time of their response; 
 the business being located within the NMM; 
 being currently married; 
 being in such a copreneurial business for no less than three years; 
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 having both spousal partners directly involved in decision-making and 
management within the business; and 
 their businesses being listed in the NMM telephone directory. 
In order to meet time constraints and avoid incurring excessive expense, qualification of 
appropriate respondents for this study will be done through telephonic conversations 
and in person. All of the initially identified copreneurships in the restaurant industry 
within the NMM will be contacted and all information supplied via these conversations 
will also be deemed truthful and unquestioned. As this approach allows the researcher 
to assemble suitable participants in the most direct and relevant way, this will also 
facilitate the criteria of validity and currency. 
 
1.6.3 Interviews as a means to collect case study data 
Using a communications approach, data are recorded and presented through a semi-
structured interview to understand the opinions and views of experts. These experts are 
the copreneurship respondents in the restaurant industry within the NMM who 
conformed to the aforementioned qualifying criteria.  
 
An interview involves direct personal contact with participants who are asked to respond 
to the questions relating to the research problem (Bless and Higson-Smith, 2000) and 
involve much more than simply asking questions. Interviews are, generally, structured 
conversations that researchers have with individuals who have knowledge about the 
desired topic or phenomenon. Interviews are used to gain information from individuals 
through well planned, structured and carefully worded questions, just as quantitative 
researchers ask questions with surveys. The difference is that when a qualitative 
researcher asks questions of a person they are interested in understanding how the 
person being interviewed understands, experiences or views the topic or phenomenon. 
Interview data allows a researcher to understand the interviewee‟s perception of 
something as well as obtain an explanation of that knowledge. In short, qualitative 
interview based data, from the questions posed, provides information that the 
9 
 
researcher requires to facilitate answers to the research questions in an unlimited range 
of possibilities (Tewksbury, 2009). 
 
Interviews can be structured, unstructured or semi-structured. The structured approach 
consists of closed questions and is often used for the positivistic (quantitative) 
approach. The semi-structured and unstructured approaches largely contain open 
ended questions with semi-structured interviews having open ended questions that are 
more guided. The phenomenological (qualitative) approach usually consists of open 
ended questions used in a semi-structured approach. The use of open ended questions 
in interviews results in a collection of different information from different sources, with 
multiple case studies, which makes data analysis more difficult (White, 2010).  
 
Semi-structured personal interviews have been selected as the process of enquiry for 
the case study approach and will be recorded for post-interview data analysis and 
archiving. Whilst directed at the focus areas of interest, the questions will also be broad 
enough so as not to limit the perspective of each respondent (Babbie and Mouton, 
2001). It is this research study‟s intention though to keep the questions as specific as 
possible, rather than general. This is to avoid respondents giving responses that would 
not be useful to the research proposal‟s fulfilment. The option of anonymity will also be 
afforded to respondents who wish to keep their personal information confidential. 
 
In line with the approach of qualitative research, the respondents were contacted to 
establish appropriate interview times, dates and places. With the data being collected 
from the respondents in their natural setting, that is, within the environment of their 
everyday lives, these interviews will be conducted either at their business or their 
private home. This depends on which was personally selected by the respondents as 
the most appropriate and undisturbed setting to most effectively fulfil the research 
objectives. Due to the dynamics in geographical location and the distance to interview 
respondents, certain costs are attached to this method of data collection but all efforts 
will be given to minimise them.  
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The interview session will start with an overview of the study so that the respondents 
understand the purpose of the research. The interview questions will be compiled from 
an extensive literature review that will bring relational-based factors of copreneurial 
relationships to light which bare influence on the copreneurial business.  
 
These factors form the specific focus of the interview questions to ensure that the 
current research endeavours to explore the most pertinent aspects of copreneurial 
relationships baring influence on the restaurant industry within the NMM. The 
questionnaire is presented in appendix A. 
 
This study will then identify repeatable patterns that emanate from differing perceptions 
gained during the data analysis phase of the data collection. This in turn will provide 
feedback for similar copreneurial couples in the restaurant industry so that they may 
relate, identify and address similar challenges faced in copreneurship with the aid of 
forthcoming findings, conclusions and recommendations. 
 
1.6.4 Data analysis 
The questionnaire for this study cannot be pre-coded due to the interpretive paradigm 
utilised. Instead, all collected data must be categorised for easier use in fulfilling the 
research objectives. During the categorising process, coding will be used to better apply 
data in order to determine the factors significantly impacting copreneurship success. 
 
From the initial categorisation of the collected data a requirement to develop further 
questions or areas of probing might present itself. Should this occur, further interviews 
will have to take place to clarify and / or obtain the required, or lacking data. 
Respondents will have to be informed at the initial interview of the possibility of a follow-
up interview for further clarification or to obtain further information for analysis. For this, 
thematic and content analysis will be utilised to break into themes as well as extract 
data. 
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1.7 OUTLINE OF STUDY 
The present study will be divided into five chapters: 
 
Chapter 1 will deal with the scope of the study and the methods used. It will include an 
overview of the research problem to be investigated, the problem statement and the 
objectives of the study. It will also highlight some of the methodology to be used. 
 
Chapter 2 is concerned with the background to family business and copreneurship, the 
advantages, challenges and opportunities of family business and copreneurships as 
well as reasons why it has become increasingly important in South Africa. It also goes 
on to identify the relational factors to be utilised in the interview process. 
 
Chapter 3 will discuss and describe the research tools, methodologies, sampling 
methods and data analysis to be utilised for the current study. This chapter will also 
cover validity and reliability instruments to be used in the study.   
 
Chapter 4 will interpret and discuss the empirical results in detail, providing clear 
explanations of the research findings. 
 
Chapter 5 will encompass a brief summary of the contents of the preceding four 
chapters. Conclusions will be drawn as to the factors of copreneurial relationship that 
bare influence on the restaurant industry in the NMM. The limitations to this study will be 
identified and discussed and recommendations and suggestions for further study will 
also be made.   
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1.8 CHAPTER SUMMARY 
Research in this area of family business is lacking and not only is there an opportunity 
for it, but it is greatly needed. This is in the effort to assist copreneurial businesses, 
namely those in the restaurant industry of South Africa, to remain viable and sustainable 
and contribute to economic growth, employment and social upliftment.   
 
Research into key relational factors that affect copreneurial relationships and their 
influence on the restaurant industry in South Africa is deeply desired by copreneurial 
restaurants in the hope that it may contribute to their knowledge and upliftment both in 
their professional and private lives. 
 
The literature review to follow will build on this topic‟s introduction and will summarise 
past research which has contributed greatly to the family business body of knowledge. 
From this, key relational factors affecting copreneurial relationships will be identified for 
further research. This research is not yet known to have been conducted specifically in 
the restaurant industry and this provides a point of initiation for this study. 
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CHAPTER 2 
 
LITERATURE REVIEW 
 
2.1 INTRODUCTION  
Family businesses, the majority of which being small and medium-sized enterprises 
(SME‟s), play an important role in the social development, strength and dynamism of 
the South Africa economy, as well as economies of other developed and developing 
countries (Muske, Fitzgerald and Kim, 2002; Maas and Diederich, 2007:3; The 
European Commission, 2012). They are expected to play an increasingly bigger role in 
the future (Nieman, 2006:38) with the fastest growing segment of family businesses 
being couples in partnership, commonly referred to as copreneurships (Gardner, 1991). 
  
A high attrition rate of family businesses in recent times due largely to globally recessed 
economies since 2008, coupled with their social and economic development importance 
and relationship influences, is making it increasingly difficult for copreneurial businesses 
to remain sustainable, grow, develop further or even remain viable and avoid closure 
(Dyer, Jr., 1986; Nicolas, 2011).  These pressures tend to spill over from the business 
into the couple‟s relationship and visa versa (Nicolas, 2011:43) influencing the 
relationship negatively and subsequently, the business (Tanewski, 2001).  
 
This study aims to further contribute to the family business body of knowledge by 
gaining an understanding of the influence of copreneurial relationships on the restaurant 
industry in the Nelson Mandela Metro (NMM), with a specific focus on the SME family 
business sector. The literature review facilitates a background analysis of past research 
allowing the author to contextualise copreneurship and the South African copreneurial 
restaurant industry as well as copreneurial relationships, their characteristics and their 
influence on business. This offers the reader a foundational understanding of relational 
influences on business and highlights influencing factors that will be tested against the 
restaurant industry in the coming chapters. 
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2.2 SME’s AND FAMILY BUSINESS 
2.2.1 Defining SME’s and family businesses 
For a more holistic understanding of copreneurship it is essential to gain an 
understanding of family business within the SME sector and its importance, both 
socially and economically and as such it is important to establish definitions of both 
SME‟s and family businesses. SME‟s, according to Du Toit, Erasmus and Strydom 
(2007:49) and the Government Gazette of the Republic of South Africa (2003) are 
defined as formal enterprises that employ less than 200 employees. Family businesses, 
according to Chua, Chrisman and Sharma (1999), Zimmerer and Scarborough 
(2002:19), Fitzgerald and Kim (2003:3), Longenecker, Moore and Petty (2003:167), 
Maas and Diederichs (2007:4), Van Duijn, Breunesse and Malindz (2007:11), Eybers 
(2010) and Salmon (2011) are defined as businesses that are owned, managed and 
financially controlled by members of the same family. In line with the definition of SME‟s, 
this study will only consider family businesses which employ fewer than 200 workers. 
 
2.2.2 Social and economic backgrounds of SME’s and family businesses 
The number of SME‟s, namely that are family businesses, is increasing rapidly and 
gaining popularity worldwide (Muske and Fitzgerald, 2006; Maas and Diederich, 2007; 
Farrington, Venter, Eybers and Boshoff, 2011:24). This growth serves the growing 
population‟s employment needs (Du Toit, Erasmus and Strydom, 2007:50; Maas and 
Diederich, 2007) and contributes greatly to household incomes, namely in the 
immediate area of the family business (Maas and Diederich, 2007). A study by Kongolo 
(2010) determined that 91percent of all formal business ventures in South Africa were 
SME‟s, accounting for between 51 and 5 percent of the country‟s Gross Domestic 
Product (GDP) and providing 60 percent of its total employment. Family businesses 
also represent between 67 and 90 percent of all the businesses worldwide (O‟Connor, 
Hamouda, McKeon, Henry & Johnston, 2006) and estimates show that between 78 to 
90 percent of South African SME‟s are family owned (Venter, 2003:32-34; Piliso, 2006) 
and employ about 47 percent of the economically active population of South Africa (DTI, 
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2008). Erwin (2002), Bosch et al. (2006:649) and Kongolo (2010:228) support this and 
jointly share that SME‟s in South Africa facilitate the country‟s socio-economic goal 
achievement and contribute to its economic development and entrepreneurial promotion 
by:  
 creating job employment opportunities for the growing labour force; 
 reducing poverty; 
 providing sustainability to the economy; 
 attracting investments; and 
 adding innovation into the economy. 
SME‟s, especially those that are family businesses, therefore contribute significantly to 
a country‟s socio-economic welfare and stability (Nieman, 2006: 38; Eybers, 2010), are 
considered to be the leading form of enterprise (Muske et al., 2002) and have a globally 
important status, highlighting their pivotal role to the South African economy and 
community (Kongolo, 2010). Abor and Quartey (2010) even compare these businesses 
to “engines through which the growth objectives of developing countries can be 
achieved” while Mullineux (1998) found that they were creating more employment 
opportunities than multinational companies in 1998 already.  
 
SME‟s in South Africa however suffer high failure rates of between 70 and 80 percent, 
one of the highest in the world, with 80 percent of all emerging SME‟s failing within their 
first five years of operation (Anon., 2006:8; Olawale and Garwe, 2010). With family 
businesses representing the majority of SME‟s worldwide and providing families and 
married couples with the opportunity to start their own business (Farrington et al., 
2011:41), they too are falling victim to this dilemma. Characteristics and influences of 
family business contributing to this dilemma will be discussed further. 
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2.2.3 Family business characteristics 
Family businesses are unusual business entities as their focus is on their long-term 
establishment over generations, commitment to quality, emphasis on core family values, 
relation to their own family name and their homely atmosphere at the workplace, setting 
them apart from other business types (Encyclopaedia of Business, 2010). They are also 
unique in their ownership control, governance, management and succession which 
influence the business' structure and goals (Chua, Chrisman and Sharma, 1999; 
Fitzgerald and Kim, 2003:3). Fitzgerald and Kim (2003:3) expressed that a balance and 
joint being is formed between family elements of individual development, equal 
opportunity and rewards, with the business elements of succession, production, 
profitability and sustainability. This draws a link between relational and emotional 
elements in families that have an influence on the business itself. 
 
Families start their own businesses for a variety of reasons such as personal financial 
gain while others do it for the lifestyle, control, status and the family time (Haynes and 
Haynes, 1999). Family businesses can be run by various combinations of family 
members such as siblings, parent and child, married couples or a combination of 
relatives and represent a unique business type that allows both family and business to 
coexist simultaneously (Salmon, 2011). This is not without its own challenges and 
researchers acknowledge that family and business are two individual systems with 
varying degrees of overlap (Muske et al., 2002:3) and the extent of this overlap varies 
from business to business (Stafford et al., 1999). The members within these systems 
are expected to cooperate to achieve common goals and are also expected to follow an 
organised set of practices to regulate their behaviour (Carsrud and Brannback, 2012).  
 
Currently available information from past research identifies many factors and their 
characteristics that define the way in which a family business operates. The following is 
a summary of those factors and their characteristics from research by Muske, Fitzgerald 
and Kim (2002), Rwigema and Venter (2004), Niemann (2006), Du Toit et al. (2007), 
van Duijn et al. (2007), Villegas (2009), Ceja, Agulles and Tapies (2010), Eybers (2010), 
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Adendorff and Boshoff (2010), Carsrud and Brannback (2012) and the U.S. Small 
Business Administration (2012): 
 Approach / Leadership style – Informal with less structures, rules and 
regulations and hierarchal formality; 
 Boundaries – Generally unclear, leading to the work issues and family affairs 
overlapping into each other. This is considered a critical factor to a sound 
functioning business; 
 Commitment – Family members, namely those having direct ownership and 
being affected by the business, are more committed to the business, its purpose 
and its values while non-family members, being more emotionally engaged to the 
business, also display higher commitment as opposed to other business types; 
 Common / Shared goals – Members tend to be more committed towards a 
common belief and purpose and have a shared motivation; 
 Communication – Assists in dealing with tension and conflict and provides an 
exchange of information platform essential for the business to run and exist. The 
level and quality of communication depends on the strength of the relations 
between members, individual leadership styles and emotional maturity;  
 Conflict – due to the emotional element that exists between family members or 
spousal couples, interaction sensitivity is heightened and can lead to negative 
emotion induced situations that affect family and non-family members, thereby 
influencing the business adversely; 
 Decision making and response – Higher flexibility to make decisions and 
respond quickly due to more informal approach but with varying limits of authority 
depending on business make up in terms of family and non-family members; 
 Emotional attachment – Heightened emotional interaction and intuition of family 
members exists; 
 Evolutionary processes – continuous adaptation to changes in the work and 
family arenas to adapt to changes in the environment and society or not being 
able to react fast enough to these changes; 
 Harmony – Longer association brings forth greater understanding, insight and 
accommodation of both family and business environments; 
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 Ownership – Majority is held by the family members; 
 Responsibility – Varying levels exist among family members and are generally 
higher than that of other business types; 
 Skills – Due to their varying sizes and employee bases, larger businesses tend 
to either have family members or non-family members possessing higher level 
skill sets with the non-family members being brought into the business for that 
specific reason. Small family businesses tend to either have family members 
possessing the skill sets, source in the required skills, such as taxation, or simply 
do not possess the required skill sets with the latter being the most volatile 
situation; 
 Succession - Most family businesses do not plan adequately for handing power 
over to the next generation or even identify a successor, with few progressing to 
the second generation or even further; 
 Trust – Family members have a higher degree of trust between each other, as 
opposed to non-family members, due to longer association and their blood bond; 
and  
 Values system – Family values are deeply engrained inside the philosophy of 
the business and shape the culture of the business. This value system influences 
key decisions in governance, business strategy, corporate culture and leadership 
style. 
 
2.2.4 Benefits / Advantages of SME’s and family businesses 
SME‟s, specifically family businesses, can adapt better than large scale businesses to 
market and economic conditions (Abor and Quartey, 2010) due to their flexibility to 
provide personal and custom products and services. This is achieved through their 
more manual processes (Kayanula and Quartey, 2000; Du Toit et al., 2007; Megginson 
et al., 2003) and their stimulation of market competitiveness through price competition 
(Bosch et al., 2006:649; Nieman, 2006:12; Du Toit et al., 2007:49).  
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Families in family businesses tend to be more lenient and forgiving when it comes to 
work schedules, work-related decisions and judgments and even mistakes. In a family 
business, there may be more leeway to work a flexible or part-time schedule, or to 
choose your own hours, so you can tend to your children, parents or other family 
members in need (Writing, 2012). 
 
SME‟s and family businesses also have better employer-employee harmony with 
owners of small scale businesses more directly involved in the daily functioning and 
decision making processes of the business and reinforcing their own personal 
management style (Burns and Dewhurst, 1996). This facilitates short and efficient 
communication channels between family and non-family members with fewer 
constraints of rigid rules and regulations, thereby giving rise to quicker decision making 
and response to exceptions for customers (Du Toit et al., 2007:49). Employees 
therefore benefit from a more direct interaction with the owner and this facilitates the 
existence of a more personal and informal environment at work (Eybers, 2010).  
 
Family owned business also exhibit a deeper awareness towards the needs of their 
employees and their families, society and their immediate community (The 
Zimbabwean, 2012) while Haynes and Haynes (1999) state owner benefits of an 
improved lifestyle, control, status and attending to family obligations and desires. This 
awareness can be exemplified by Jewish family-owned businesses in South Africa 
which make several cultural and philanthropic contributions to the Jewish community 
(The Zimbabwean, 2012). Many family businesses also employ workers from the 
surrounding area which facilitates the reduction of unemployment in the immediate 
community. Similarly, during difficult personal situations, family members and close 
employees are more likely to assist physically and emotionally by providing support and 
showing empathy towards each other and within the community (Maas and Diederich, 
2007). This shows that family businesses do not only benefit society economically but 
also extend those benefits socially into the emotional arenas of their community as well 
as within their own families.  
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Government policies such as the Small Businesses Act and Black Economic 
Empowerment obligations, namely those focused toward SME‟s and family businesses 
in particular, have resulted in the emergence of many family entrepreneurs (Nieman, 
2001). According to a 2011 survey by PriceWaterhouseCoopers (PWC), 75 percent of 
South Africa's family-owned businesses believed that family ties and a smaller, more 
dynamic workforce helped them survive through tough times with the 2008 to current 
recession being a prime example thereof. The reason behind this is that family owned 
businesses are more dynamic in nature and are under less pressure to meet high 
financial demands and overhead obligations and are hence better placed than listed 
public companies. As a result, the global economic downturn did not have as profound 
an effect on family businesses in South Africa as it did on larger corporations (Fin24, 
2011). 
 
2.2.5 Challenges facing SME’s and family businesses 
Even though SME‟s, namely family businesses, make a significant contribution to South 
Africa‟s GDP by manufacturing goods of value or by providing flexible services to 
customers or enterprises (Abor and Quartey, 2010:223), they are still facing a number 
of challenges such as their access to finance, relational influences and subsequent high 
failure rate, as previously discussed. The main source of capital for entrepreneurs 
looking at starting their own venture, or maintaining or growing their current venture, is 
their own retained savings or high-risk loans from financial associations (Kauffmann, 
2005).  
 
Financial institutions are reluctant to grant loans to family businesses as they see them 
historically as high risk businesses with poor loan repayment guarantees and therefore 
set difficult terms and conditions for loan repayment which most SME‟s cannot meet, 
especially when under financial pressure during recessionary conditions (Kroon, 1998; 
Megginson, 2003; Kauffmann, 2005; FIN24, 2011). In the case of an already 
established business, this then places pressure on maintaining equipment, appointing 
and remunerating human talent, producing and marketing its products and services and 
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remaining financially viable with some degree of cash flow. It also places strain on the 
personal financial affairs of the family due to the direct link with the business‟ financial 
affairs. This places immense pressure on the family and its relationships due to the 
immediate and daily dependence that exist on financial security and the necessity to 
provide for one‟s family (Rwigema and Venter, 2007). 
 
Poor management ability stemming from the lack of managerial skills and business 
savvy, as most small business owners manage their own business or rely on a single 
individual, is another problem which hinders business development (Van Eeden et al. 
2003:15; Megginson et al., 2003:16; Bosch et al. 2006:664; Abor and Quartey, 2010: 
224). This is due to ineffective planning and decision making which results in poor 
goals, guidelines and budgets being established and ultimately negates the business‟ 
ability to meet its objectives and management establishing effective control over the 
business (Eybers, 2010). Examples of skills that lead to ineffective planning and 
decisions are those of marketing and human resources.  
 
Marketing skills are critical for the identification of elements such as appropriate 
markets, product and quality requirements, pricing, business locality, distribution and 
promotion (Douglas Hoffman, Czinkota, Dickson, Dunne, Griffin, 2005:17-19). Human 
resources skills are essential for skills and expertise acquirement, remuneration 
package establishment and employee developmental opportunities and plans. The lack 
of this could lead to low productivity and morale levels and inherent frustration for 
employees and owners (Van Eeden et al., 2003:15). The lack of managerial skills such 
as these amongst the business management may lead to a considerable turnover of 
non-family members (Van Duijn et al., 2007:12). 
 
Family businesses may also face many challenges that are mostly due to succession 
issues, identity development and family member rivalries (Nieman, 2006). According to 
Nieman (2006), only 30 percent of all family businesses are able to progress onto the 
second generation and a mere 10 percent of them make it to the third generation. He 
attributes this failure to problems such as conflict between family members, paternalistic 
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/ autocratic culture, leadership problems, ineffective communication and nepotism with 
succession being one of the primary challenges faced in family businesses. For the 
survival of the business over the long term, it is essential to pick a successor who has 
been adequately prepared to handle the associated responsibility (Carsrud and 
Brannback, 2012) as the reality exists that a family member may not be interested in 
taking over the business (Rwigema & Venter 2004:487). Most family businesses 
however do not plan adequately for handing power over to the next generation, leading 
to conflicts and divisions within the family (Van Duijn et al., 2007) and again threatening 
the business‟ future sustainability and longevity. 
 
The complex interconnectivity between family relationships and business has a large 
influence on the success or failure of family businesses due to the family environment 
being added to business governance roles such as those of the employees, manager 
and owner. The difficulty to effectively control these roles could further strain the 
business (Eybers, 2010). The complexity within the family relationships remains one of 
the biggest threats to the growth and sustainability of any family business (Van Eeden 
and Venter, 2007). These businesses are compared to emotional arenas (Fineman, 
2000) as disharmony or negativity amongst family members may lead to bitter conflicts 
that can paralyze the business or even lead to its termination (Sharma, 2004).  
 
Family conflicts and emotions often cause hindrance in the running of the business as 
the management is more focused on managing family relationships than business 
related issues (Van Eeden and Venter, 2007). These conflicts often arise when family 
members find themselves placed in a position where a choice must be made as to 
which interest takes priority, business or family. Instinctively, the family interest is often 
chosen and if the business is to remain sustainable, its interests cannot be dismissed to 
suit the family needs without careful consideration given to the effects on the business 
(Longenecker et al., 2003:119-120).  
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Additionally, the employment or promotion of inept family members and unequal power 
division between the owners lead to heightened emotional interactions between family 
members who feel that certain members are being favoured over others or not being 
trusted with more responsibility (Co et al., 2006; Carsrud and Brannback, 2012). Poor 
communication and a lack of policies and procedures due to role confusion, unclear 
divisions of labour, emotional attachment, political views, an informal approach and 
relationship tension can further strain efforts towards effective business management 
and increase the risk of failure (van Duijn et al., 2007).  
 
Another prominent challenge is the presence and impact of poor or inadequate 
communication that is not foreign to business but occurs more frequently in businesses 
which are informal in style and family orientated in nature. Family businesses are such 
businesses with family members often struggling or unable to convey their feelings, 
thoughts, desires or decisions appropriately or in a manner that is understood by the 
receiving party, often with detrimental results and emotional impacts. Family 
relationships may also be influenced negatively when family members involved in the 
business communicate indirectly with family members that are not involved in the 
business (Rwigema & Venter, 2004:486).  
 
2.3 COPRENEURSHIP    
2.3.1 Defining copreneurship 
The term Copreneur was coined by Barnett and Barnett (1988) to describe an 
entrepreneurial venture by a married couple. Together with Rutheford, Muse and 
Oswald (2006:322), they defined Copreneurship as couples who share ownership, 
commitment and responsibility for a business together while Maas and Diederichs 
(2007:42) define copreneurs as husband and wife teams who start and manage a 
business together.  
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Fitzgerald and Muske (2002) propose that copreneurs should also be defined by a few 
other attributes, notably the joint decision making responsibilities that couples share 
while Marshack (1994) stresses that the term copreneurs is not simply restricted to the 
concept of marriage and business partner, but it also symbolises the dynamic 
interactions of the systems of love and work. It means that the co-involvement of a 
marital couple in a business venture involves certain levels of intimacy and emotion 
which is what distinguishes it from other co-entrepreneur groups. However, more recent 
definitions do not even necessitate that the couples need to be married or share 
ownership of the company. Rather, the emphasis should be on the shared operation 
and control of the business (Aldrich and Cliff, 2003). Overall, from all the definitions, it 
can be inferred that the philosophy of copreneurship indicates the presence of a couple, 
generally married, who are jointly involved in the management and decision making 
processes of the business. 
 
For the purpose of this study, copreneurs are considered to be married couples who 
share ownership and / or management and includes decision making and responsibility 
for the business. Copreneurships are further considered to be a subset of family 
businesses (Gardner, 1991; Scarborough, Wilson and Zimmerer, 2008) falling within the 
SME sector of industry. Both individuals must be actively involved in the management of 
the business and should jointly make decisions over the most important aspects of 
running the business. The focus of this study is on the influence of copreneurial 
relationships in the restaurant industry within the NMM of South Africa. 
 
Copreneurship exists in two contextual fields, namely SME‟s and family businesses 
(Eybers, 2010), hence their previous addressing. Due to the close relationship that 
family business shares with its specific subset, copreneurship, family business will be 
referred to in the coming passages and close similarities will present themselves.   
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2.3.2 Social and economic background of copreneurship  
Gardner (1991) predicted that copreneurship would go on to become the fastest 
growing segment of family owned businesses worldwide and since then copreneurship 
has shown tremendous growth, both in South Africa and the rest of the world (Tompson 
and Tompson, 2000; Venter, Farrington & Sharp 2008:4). Muske et al. (2002) and 
Klimecka (2006) both state that copreneurial couples made up about 30 percent of all 
family businesses after the turn of the millennium while Sharifian, Jennings and 
Jennings (2011) and Hughes and Jennings (2012) are two current sources supporting 
the validity of this growth in today‟s dynamic and challenging economy.  
 
In some countries, like the United States, it is estimated that copreneurships already 
operate about 70 percent of all family businesses (Scarborough, Wilson and Zimmerer, 
2008) but determining the exact number of copreneurships is difficult as some married 
couples, even though sharing equal responsibility and decision making powers of the 
company, choose to portray only one person as the owner (Seymour, 2002). As no 
conclusive figures exist in South Africa of what financial contribution copreneurships 
make to the economy, it can be appreciated that with 30 percent of all family businesses 
being copreneurships as indicated, and that family businesses constitute 78 to 90 
percent of all SME‟s who in turn make up 91 percent of all formal business in South 
Africa, copreneurship‟s contribution in South Africa is considerable and deserves the 
appropriate attention, recognition and importance.  
 
The economic slowdown, downsizing in companies to achieve competitive advantage, 
technological development induced retrenchments, dual income household requirement 
and redundancies in organisations has led couples to believe that starting their own 
ventures might be a better option than an uncertain corporate career (Maas and 
Diederichs, 2007; Venter et al., 2008:4; English Articles, 2011). These individuals have 
acquired the necessary skills and experience from being employed in industry and seek 
to start their own business ventures, preferably together with someone that they love 
and trust (Duff, 2005:60-63). This allows couples to work cohesively towards common 
goals, have more time together and share in the experiences along the journey 
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(Charles, 2006:16). Besides the negative economic factors, several positive 
developments in South Africa such as equality legislations (Maas and Diederichs, 
2007:42), career orientated woman (Charles, 2008), technology availability (Fitzgerald 
and Muske, 2002:2; Charles, 2008), global market requirements for more service and 
communication driven products as opposed to manufactured goods (Fitzgerald and 
Muske, 2002:2; O‟Connor et al. 2006) and franchising opportunities have further 
facilitated the formation and growth of copreneurships globally. 
 
Regarding franchising specifically, South Africa has a lively franchise sector and a large 
number of diverse business concepts are leading to an increase in franchising locally. 
Franchising constitutes about 12 percent of the South African business market share 
and is growing at a rapidly increasing pace (Franchising in SA: A home-grown success 
story, 2012). Franchising allows a risk free option for couples with little or no business 
experience as it provides couples with a safe business option due to franchisor support 
and procedure establishment that copreneurs don‟t have to deal with, thereby 
minimising the likelihood of conflict and / or relational influences arising between the 
spouses concerning the establishment of standards for their business (Smith, 2000; 
Williams 2008:94). 
 
2.3.3  Characteristics of copreneurship 
Based on currently available information from past research, the following is a summary 
of copreneurial factors and their characteristics from research by Moitoza (1997), 
Fitzgerald and Muske (2002), Duff (2005), O‟Connor et al. (2006), Rutherford, Muse & 
Oswald (2006), Maas and Diederichs (2007), Stewart-Gross and Gross (2007), Venter 
et al. (2008), Williams (2008), Wilson and Zimmerer (2008), Harris, Deacon and Morgan 
(2010): 
 Approach / Leadership style – Informal with less structures, rules and 
regulations and hierarchal formality; 
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 Boundaries – Generally unclear, leading to the work issues and family affairs 
overlapping into each other. This is considered a critical factor to a sound 
functioning business; 
 Commitment – Spouses, due to full ownership and / or management, 
responsibility and being affected directly by the business, are generally very 
committed to the business, its purpose and values as it is their own construct. As 
such, they work long hours and often find themselves discussing or handling 
business matter in the family environment; 
 Communication – A very good platform exists between spousal couples but the 
quality of communication is greatly influenced by relational elements such as 
trust, respect, harmony, boundaries, emotion and conflict and business elements 
such as financial position, stress and labour issues. Communication is however a 
key contributor to balancing these elements and the level and quality of 
communication depends on the strength of the relations between spouses, 
individual leadership styles and emotional maturity;  
 Conflict – due to the combination of several, if not all in some instances, of the 
above elements between spousal couples, interaction sensitivity is high and can 
lead to negative emotion induced situations that affect spouses, non-family 
employees as well as influencing the business and subsequently, the 
relationship, adversely. The reverse affect of the relationship affecting the 
business also applies; 
 Decision making and response – Higher flexibility to make decisions and 
respond quickly due to generally smaller workforces, a more informal leadership 
approach and no clear limits of authority; 
 Division of Labour – Roles are usually assumed according to each spouse‟s 
skill strengths and therefore some spouses tend to have more to do than the 
other or alternatively, if the labour is divided equally, one spouse might aid the 
other; 
 Emotional attachment – Spousal couples hold the highest degree of emotional 
interaction and intuition between each other and the business. This heightened 
emotional state can play both in favour of the business as well as against it due 
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to its fragility, spousal emotional maturity and the fact that their worlds are 
intertwined, meaning that what affects the one spouse generally affects the other 
as well; 
 Evolutionary processes – High ability to adapt to changes in the business 
environment; 
 Harmony – Longer association brings forth greater understanding, insight and 
accommodation of both family and business environments, but due to the 
spouse‟s close attachment to each other and the overlapping of environment this 
harmony can often be disturbed depending on the strength of the spousal 
relationship; 
 Ownership – Full ownership is held either by one spousal partner or shared by 
the spousal couple, which are effectively partners; 
 Personal Relationship – Copreneurs tend to share an Egalitarian relationship 
which is open and democratic in nature, however, autocratic relationships do 
exist within copreneurships; 
 Responsibility – Full business responsibility resides with the spousal couple 
with each spouse‟s level varying depending on each copreneurship‟s personal 
arrangement thereto; 
 Shared goals – Spouses are more committed towards each other and tend to 
have common beliefs, purpose and motivation due to their marital bond. They 
also have a shared entrepreneurial venture / dream / vision;   
 Skills – Most skill sets are held between the spousal couple while those skill sets 
still required are either sourced in, such as taxation and marketing, or simply 
done without with the later being the most volatile situation;  
 Succession - Most family businesses do not plan adequately for handing power 
over to the next generation or even identify a successor, with few progressing to 
the second generation or even further; 
 Trust – Spouses tend to trust each other implicitly and have high levels of trust 
with non-family employees due to longer association and high self-involvement in 
the business; and 
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 Values system – Family values are entrenched inside the philosophy of the 
business and shape the culture of the business. This value system directly 
impacts key decisions in governance, strategy, culture and leadership style. 
 
2.3.4 Benefits / Advantages of copreneurship 
For couples willing to combine their professional work and personal lives, the 
advantages or benefits of copreneurship are many. Copreneurship shares all the 
previously discussed advantages and benefits of family business, as one of its subsets, 
with a few differences dealt with below. 
 
A growing number of couples are moving towards copreneurship as it offers the control 
and flexibility to balance self-ambitions and desires with work and family responsibilities, 
generally not afforded by the rigidity of being an employee (Marshall, 1999; Duff 
2005:60; Rutherford, Muse and Oswald 2006:322; Stewart-Gross and Gross, 2007; 
Venter et al. 2008:4). O‟Connor et al. (2006) and Millman and Martin (2007:234) expand 
on this notion citing that ambitions to realise wealth creation, independence, self- 
achievement and career path determination, as well as frustration escapism, make 
copreneurship a favourable option. This illustrates that a desire exists among people, 
namely copreneurs, to fulfil both self-aspirations as well as family responsibility with the 
challenge of finding a balanced approach. This sharing of work and play can enhance 
both the bond of marriage and the business, with both partners free of corporate 
pressures and limitations (Hilburt-Davis, 2012).  
 
Husbands and wives working in business together as copreneurs create a very specific 
team that is focused on shared ideals, vision and goals in the pursuit of the same 
financially secured future, while still sharing their love and support of each other 
(MacDonald 2001; Fitzgerald and Muske, 2002). This intensity within the team, together 
with the couple‟s commitment, contributes to making the business more successful 
(Charles 2006:1-2) and the couple experiencing growth both personally and 
professionally (Marshack 1993:359). 
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Copreneurs, due to having full control over their business and the decisions that govern 
and guide it, are in better position to deal with downturns in the economy and 
retrenchments (MacDonald, 2001). Copreneurs also take pride in their business and 
exert more time and effort into it because it is their own and nurture, value, develop and 
protect it more than unmarried business partners would tend to (Eybers, 2010). This 
enables couples to build a legacy which has a positive impact on the business world, 
serves as a fine example due to its support of family values and makes a positive social 
impact on the surrounding community (Charles, 2006:174). 
 
Copreneurship also offers greater flexibility for married couples with children (Harris, 
Deacon and Morgan, 2010) in that it allows couples to juggle self-ambitions and desires 
with work and family responsibilities in a manner that suits them. This allows them to be 
able to find more time for their children and their children‟s needs, as compared to 
couples working in private organisations. 
 
As Gannon (2012) mentions, running a copreneurial business means “staff meetings at 
the kitchen tables, combined family and business travel, simplified tax statements and 
above all, more time with your significant other”. The benefit of spending more quality 
time together is further supported by Muske and Fitzgerald (2006:195), Maas and 
Diederichs (2007) and Harris, Deacon and Morgan (2010) and is considered by all to be 
a significant factor in married couple‟s choice to enter into a copreneurship. Spouses 
can therefore fully combine their work and personal lives through copreneurship, jointly 
being afford more time together to deal with topics of intimacy, values, family 
relationships and human concerns within the business. These elements should 
theoretically improve the profitability and success of the copreneurial business with the 
optimum blend of work and family that copreneurs are capable of achieving being 
described as Utopian (Eybers, 2010). 
 
For many couples working together, this means that they are able to understand each 
other better and empathise with each other‟s work troubles, jointly contributing to finding 
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solutions to these troubles (Carson, Michals and Baum, 1986; Harris, Deacon, and 
Morgan, 2010) with Bekey (1981) and Tompson and Tompson (2000) stating that time 
spent together by copreneurship also facilitates communication between spouses better 
than between non-spouses. This joint addressing of problems and deeper mutual 
understanding, coupled with effective communication, also allows the spousal couple to 
celebrate the achievement of their goals and successes together and strengthens their 
marital bond and business (Charles, 2006; Maas and Diederichs, 2007). 
 
Copreneurship also helps develop strong trust between spouses and offers greater 
resilience between couples due to the deeper mutual understanding they share 
(Thompson, 1990; Davies, 1998). Complete trust between copreneurs also benefits the 
business as married couples working as business partners generally have a deeper 
bond with implicit trust, therefore each is assured that their partner is doing their best at 
all times and doesn‟t require to be doubted, thereby maintaining focus on business 
matters (Charles, 2006). Charles (2006:59;166) further states that a copreneurial 
spouse has the opportunity to take some time away from the business and be rest 
assured, without regret, that a trusted partner is overseeing the business.  
 
Despite all their hard work and the introduction of further gender equality laws, women 
are still finding it difficult to break through to the top hierarchy of a corporation 
(Spoonley, Dupuis and de Bruin, 2004). This has led to restricted growth opportunities 
in women's careers and hence, the concept of copreneurship has become more 
appealing to them as they can join their spouse unhindered in business, bringing 
specific skills with them (Smith, 2000; Harris, Deacon and Morgan, 2010:605; 
Bensemann and Hall, 2010:229).  
 
2.3.5 Challenges of copreneurship 
Despite the many advantages that copreneurship offers, there are a lot of challenges 
associated with it as well. Many are specific to copreneurs as they strive to combine 
love and intimacy from their personal lives with a business that is orientated around 
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financial viability (Cole and Johnson, 2007). Copreneurship additionally share all the 
previously discussed challenges of family business, as one of its subsets.  
 
Copreneurial couples run a higher risk of divorces compared to couples who are not in 
business together (Thompson, 1990) and as Stewart-Gross and Gross (2007) state, 
copreneurship can either be a positive experience for a couple or end up being their 
worst nightmare. Most copreneurial couples find it very difficult to maintain a romantic 
relationship because of the rigorous working hours (Maas and Diederichs, 2007), and 
also the fact that many couples often choose to work from home. Such rigorous 
commitments of a copreneurial business often consume the relationship of a couple, 
their marriage, and their relationship with their children (Marshack, 1994; Carsrud and 
Brannback; 2012:75). Copreneurs who avoid intimacy and try to find solace in their work 
end up damaging their relationship leading to divorce, business failure, and in some 
cases both (Muske and Fitzgerald, 2002). 
 
Working together day and night can be physically, emotionally and mentally draining for 
married couples and they might not get time alone or quality time that they need to 
refresh themselves or be intimate respectively (Reece, 2011). Many copreneurs find it 
difficult to take personal time due to feeling obligated and are often stressed by the dual 
responsibilities of managing the work place and household. As such, too much time is 
spent together handling responsibilities which is also unhealthy for a married couple 
(Thompson, 1990). Sometimes one of the members might want to spend time with their 
friends, which they might not be able to do due to the constraints and responsibilities of 
their work and family life. Copreneurial couples may also lack emotional outlet since 
they are always working together (Harris, 1978; Fitzgerald and Muske, 2002) while 
Carson, Michals, and Baum (1986) state in similar words that copreneurial couples are 
often unable to separate their work from their recreation.  
 
Respective division of labour and responsibilities is something that many copreneurs 
struggle to achieve as the male spouse generally tends to want to take on most of the 
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responsibility, decision-making and work functions in the business due to feeling a loss 
of identity. This leaves the female spouse feeling that her abilities have been reduced 
and her contributions are not satisfactory (Maas and Diederichs 2007:46). The lack of 
both members recognising each other‟s talents and doubting their individual style, skills, 
nature and knowledge lead to feelings of a lack of acknowledgment and trust and 
respect issues (Moitoza, 1997). Similarly, Copreneurs also find allocating responsibility 
at home more challenging with issues such as looking after the children, doing 
household chores and meeting social obligations being prevalent (Stewart-Gross and 
Gross, 2007). The lack of clearly defined roles will significantly increase the chances of 
conflict and power struggles between couples while reducing respect and having less 
order (Tompson and Tompson, 2000; Gale, 2002).  
 
Copreneurs also have no reprieve from the stress associated with the business side of 
the relationship with business problems often being brought home and both spousal 
partners remaining, or feeling, accountable for their resolution. The business may 
therefore become a continuous topic of conversation and argument between the couple 
(Heckman, Bryson, and Bryson, 1977; Stewart-Gross and Gross, 2007). With research 
from two independent sources done forty years apart and both highlighting this point, it 
is evident that this is an ongoing challenge that copreneurs have not yet been able to 
master. Moitoza (1997) cites the lack of established boundaries by copreneurs 
regarding what is discussed and where it is discussed, as a leading cause of conflict 
between spousal copreneurs. He further states that these boundaries establish the rules 
which separate the work discussions from the home related issues and assist 
copreneurs in navigating between family, ownership and management roles (Jaffe, 
2007).  
 
All work related discussions, decisions and disagreements should be handled in the 
office while all personal issues should be dealt with in the living space (Marshack, 
1994). Jaffe (2007) states that the toughest challenge regarding boundaries was not 
establishing them but having the discipline to maintain them. Copreneurs further face 
challenges of competition that arise between them when they work together as some 
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spouses try to outshine the other, leading to jealousy and disharmony within the 
marriage (Tompson and Tompson, 2005). These disharmonies may continue at work 
(Stewart-Gross and Gross, 2007:31) and may affect staff members adversely (Tompson 
and Tompson, 2000:5). Conversely, separating work issues and criticism from the home 
and personal relationship may be difficult (Maas and Diederichs, 2007:46). Copreneurs‟ 
ability to jointly manage conflict is therefore a prime challenge that they will have to 
learn how to deal with and overcome (Duff, 2005:62).  
 
A lack of proper communication, both hearing and spoken forms, and the inability to 
identify key issues lead to conflicts in relationships. Copreneurs often engage in 
arguments and blame one another for mistakes, instead of discussing their conflicting 
ideas and trying to find a solution for them together (Moitoza, 1997). Copreneurial 
relationships function as per any other spousal relationship, with regards to 
communication, but due to added pressures of being in the same boat together and 
simultaneously being accountable for the bad times, this compounds pressures and in 
turn places added strain on the marriage. Listening is a central feature of effective 
communication and it is important for copreneurs to listen to each other in order to be 
more understanding, productive, respectful, and build better relationships (Stewart-
Gross and Gross, 2007). 
 
Adding to the skill set challenges faced by family businesses, the inability of copreneurs 
to attract and retain appropriately skilled employees may result in one or both of the 
spouses burning out from trying and having to do everything themselves. Employee 
confusion and frustration may also present itself if responsibilities and levels of authority 
are not transparent and explained by the spousal couple (Stewart-Gross and Gross 
2007:31;33).  
 
As with family businesses, the choice of what tasks or responsibilities require priority 
may often lead to disagreement and conflict. Copreneurs may have trouble 
distinguishing whether the marriage or the business is their top priority due to the 
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complex challenge of combining a personal, loving relationship with a practical business 
relationship. This could possibly result in the couple feeling torn between these two 
competing roles (Eybers, 2010). 
 
2.4 COPRENEURIAL RELATIONSHIP INFLUENCES ON BUSINESS 
From the preceding discussions, it can be seen that the factors present within 
copreneurships have an influence on both the relationship and business elements 
thereof. As this study‟s purpose is to explore the influence of copreneurial relationships 
on the restaurant industry, it is necessary to identify those factors of the copreneurial 
relationship that influence the business for later exploration in the restaurant industry. 
 
Factors of copreneurial relationships that influence the business are summarized and 
listed as follows from research by Moitoza (1997), Fitzgerald and Muske (2002), Duff 
(2005), O‟Connor et al. (2006), Rutherford, Muse and Oswald (2006), Maas and 
Diederichs (2007), Stewart-Gross and Gross (2007), Venter et al. (2008), Williams 
(2008), Wilson and Zimmerer (2008), Harris, Deacon and Morgan (2010): 
 Commitment; 
 Communication; 
 Conflict; 
 Division of labour; 
 Emotional attachment; 
 Relationship bond;  
 Respect; 
 Spousal harmony; 
 Trust; and 
 Value system – (Responsibility / Accountability & Boundaries - Part of Value 
system). 
 
 
36 
 
The influences of these factors have been reviewed across both the preceding family 
business and copreneurship sections and for that reason there is no necessity to review 
them again. The above factors are the focus of this study and are what will be openly 
explored in the coming chapters to gain an understanding of how the copreneurial 
relationship influences the restaurant industry specifically. 
 
2.5 THE SOUTH AFRICAN RESTAURANT INDUSTRY   
Even though this industry has scarcely been explored and covered scientifically, it is 
pertinent that a basic backdrop be painted as to what constitutes the restaurant 
industry, what contribution the industry makes towards the economy, what effect the 
industry has had on the community and what key differentiators, if any, exist within this 
industry as opposed to other industries.   
 
2.5.1 The restaurant Industry        
According to the Oxford English Dictionary (2001), a restaurant is a place where people 
pay to sit and eat meals that are cooked and served on the premises while the complete 
and unabridged Collins English Dictionary (2003) defines a restaurant as a commercial 
establishment where meals are prepared and served to customers at a cost. For the 
purpose of this study, the later definition is considered applicable. As such, a restaurant 
is considered to be an establishment in the service of producing food for customer 
consumption in return for a cost and subsequent profit.  
 
The restaurant industry in South Africa is diverse, consisting of an extensive offering of 
franchised chains such as McDonald‟s, Kentucky Fried Chicken, Steer, Spur, Wimpy 
right down to many privately owned restaurants which are not franchised. Ownership of 
these restaurants is as extensive with private restaurants and franchised outlets and 
chains being owned by sole proprietors, non-personally involved business partners, 
personally involved business partners, families and franchise corporations. For the 
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purpose of this study, the restaurant industry is constituted by any restaurant that has a 
sit-down facility and is located in the NMM of the Eastern Cape in South Africa.  
 
2.5.2 The local restaurant Industry 
The Local restaurant industry is a thriving industry with national contributions of 
approximately R15 billion to the local economy (StatsSA, 2012). The local market is 
characterised by lively and energetic restauranteurs who are not only passionate about 
food but want to share this passion with the market at large. Franchises also hold a 
strong local presence predominantly dominated by American fast food chains that are 
locally owned by franchisees. The types of ownership again range from sole proprietors 
to copreneurships and franchise corporations. 
 
Within the NMM, this is no different, but the dynamics of the area differ somewhat. With 
cities such as Cape Town having a vibrant foreign and local tourism industry that 
support their local restaurants and Johannesburg which is geared more towards 
commerce and industry, The NMM does not benefit from such a healthy trade and 
economic stimulation. The restaurant industry in the NMM is predominantly supported 
and maintained by the local residents and businesses and as such, when there is flux in 
the local economy the ripple effects thereof are much harder felt through the NMM 
region as opposed to Cape Town or Johannesburg.  
 
These restaurants therefore focus on building a strong relationship with their patrons to 
secure repeat visits by them. They also go through stressful and financial difficulties 
during these economic downturns and presiding conditions and as a result find 
themselves under relational and emotional strain. Information on the local restaurant 
industry is scarce, if in existence at all, but from time based observations in the NMM as 
well as reviewing the local newspaper‟s regular restaurant liquidations, it is evident that 
the industry is under great strain and many restaurant owners are unable to keep their 
business viable or even sustain it.  
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Of the restaurants noted to have closed, they were predominantly privately owned 
restaurants as opposed to franchises and they were also predominantly family and 
spousal owned. This again reiterates the importance of such a study in the NMM.  
 
2.6 CHAPTER SUMMARY   
The importance of SME‟s, namely family businesses, is unquestionable from the 
preceding information and quintessential to the livelihood, growth and robustness of the 
economy. Copreneurships are no exception to this statement and are increasingly in 
numbers and economic contribution at an alarming, but promising, rate. 
 
Several relational factors bare influence over these copreneurships with some having 
adverse effects and others having favourable effects. The following relational factors 
have subsequently been revealed by literature and which will be researched within this 
study‟s specific scope of research: commitment, communication, conflict, division of 
labour, emotional attachment, relationship bond, respect, spousal harmony, trust and 
the spousal values system. 
 
The following chapter will detail the research methodology to be employed to facilitate 
this study. 
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CHAPTER 3 
 
RESEARCH METHODOLOGY 
 
3.1 INTRODUCTION  
Research can be understood as a scientific and systematic search for pertinent 
information on a specific topic (Kothari, 2004:1). The Oxford Advanced Learner‟s 
Dictionary (2000) defines research as “a careful investigation or inquiry, specifically 
through a search, for new facts in any branch of knowledge.” Redman and Mory 
(1923:10), as far back as the 1920‟s, also defined research similarly by stating that it is 
a systematic effort to gain new knowledge. Shuttleworth (2008) and Cooper and 
Schindler (2001) define research as a systematic process whereby information is 
collected and then analysed to further one‟s understanding, or knowledge, of the 
phenomenon concerned. The Iowa State University Institutional Review Board (2005:1) 
expands on this by adding that research development, testing and evaluation are 
designed specifically for the systematic process. Kumar (2005) defines research as not 
only the task to collect data, but rather its role in determining the information that is 
required or necessary to address certain issues, as well as the implications of what the 
collected information suggests. Research is thus an original contribution to the existing 
pool of knowledge, through a systematic process, making for its advancement (Kothari, 
2004:1).  
 
Research methodology refers to these systematic processes in which the research 
problem is solved and is understood through the scientific manner in which the research 
is done. Varying research methods are employed during these systematic processes to 
gather the appropriate data for analysis (Kothari, 2004:8).  
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Even though each case, or occurrence, of research is unique and relate to their 
research subject with a specific purpose, generic purposes of research do exist. Collis 
and Hussey (2003) identify the purpose of research as: 
- To review and synthesize existing knowledge; 
- To investigate some existing situation or problem; 
- To provide solutions to a problem; 
- To explore and analyse some general issues; 
- To construct or create a new procedure or system; 
- To explain a new phenomenon; 
- To generate knowledge; and 
- A combination of any of the above. 
It is a researcher‟s task to apply scientific methods of selection, design and analysis, 
within his research study, to acquire answers and facilitate the fulfilment of one, or all, of 
the above purposes regarding their research (Kumar, 2005). Cooper and Schindler 
(2001) found that good research generates dependable data if derived by processes 
that are conducted scientifically and that can be used reliably for decision making.  
Specific processes apply to these scientific methods of research and Kumar (2005) 
summarises these processes as follows:  
- Research originates from the formulation of a main problem or question;  
- Research has a goal;  
- Research is formally planned and methodical;  
- The main problem is broken down into more manageable and specific sub-
problems;  
- Research revolves around the main problem;  
- Research uses critical assumptions, such as self-evident truths;  
- Data is interpreted to resolve the main problem as far as possible; and  
- Research  has  a  closed  cycle,  as  it  develops  from  a  point  and  through 
logical explanation, returns to the problem with a plausible solution.  
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The aim of this study is to explore the influence of copreneurial relationships on the 
restaurant industry within the Nelson Mandela Metropole (NMM). The aim of this 
chapter is to discuss different paradigms and methodologies available to facilitate this 
research, select the appropriate methods, justify their selection and explain how the 
research is to be conducted. This chapter will further describe the origin and validate the 
choice of questions that were selected and constructed. 
 
3.2  RESEARCH PHILOSOPHY 
It is quintessential to consider ontological and epistemological factors of research 
paradigms when carrying out any form of research and utilise them to describe beliefs, 
perceptions and the nature of reality. They also directly affect the methodology of the 
research that was undertaken, from its inception, to its design and through to its 
conclusions (Lascot, 2011).  
 
3.2.1  Ontology 
The Oxford Advanced Learner‟s Dictionary (2000) as well as the Collins English 
Dictionary (2009) defines ontology as the branch of science dealing with the nature, or 
theory, of being. Of particular interest is the validation that a supposed reality actually 
exists. An ontological study would describe how to determine reality, differentiate 
between reality and illusion and decide if the reality exists independently or through the 
experience of those living it (Lascot, 2011). Several ontological assumptions may bare 
influence of how the author views reality and if they awarded significance to one set of 
attributes over the other.  
 
Incorporating ontology into the current research was dependent on the experiences of 
the participants in the interview due to the reality being categorised and catalogued. Any 
assumptions made by the author as to which factors of copreneurial relationships have 
the greatest influence on the restaurant industry were minimised when the factors 
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selected for this study were based on the findings of the collective evaluation of past 
research and covered in Chapter Two‟s literature review. 
 
3.2.2  Epistemology 
The Oxford Advanced Learner‟s Dictionary (2000) as well as the Collins English 
Dictionary (2009) defines epistemology as the theory of knowledge, especially with 
regard to its methods, validity and scope and the distinction between justified belief and 
opinion, or reality.  It examines the most appropriate ways to inquire into the nature of 
the world, knowledge and the sources and limits of knowledge (Lascot, 2011). 
Epistemology questions characteristically entail the choice of research methods, 
arguments for what constitutes knowledge and ways to produce it. Briefly, epistemology 
is the science of methods for the acquisition of knowledge (Lascot, 2011). 
 
The justified belief was that there were copreneurial relationship factors that influenced 
business and as such, these factors are specifically explored in the restaurant industry 
of the NMM. The epistemology of the current research entails interview material 
analyses of respondent‟s opinions to explore this belief. The opinions of the 
respondents take the form of responses to targeted interview questions and constituted 
the data to be analysed. Factors found to have trends, whether positive or negative, in 
respondent‟s opinions will contribute to the knowledge of factors that influence 
copreneurial relationships, specifically in the restaurant industry of the NMM. 
 
3.3 RESEARCH PARADIGMS  
A research paradigm is a philosophical framework that guides how scientific research 
should be conducted. People‟s ideas about reality and the nature of knowledge have 
changed over time and therefore, new research paradigms have emerged in response 
to the perceived inadequacies of earlier paradigms (Collis and Hussey, 2009) but 
monitoring the changes in an extant paradigm is challenging due to the complexity and 
scale involved.  
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With science advancing rapidly through the growth of vast volumes of publications of 
scientific knowledge, scientific knowledge‟s significance to science‟s progression is 
constantly underlined. Furthermore, science‟s dynamically complex nature presents 
challenges to the attempts of tracking knowledge growth, particularly when intuitively 
attempting to map scientific frontiers (Lascot, 2011). Thus, the higher the number of 
citations to scientific bodies of knowledge, the greater the intellectual value and prestige 
is of new research and citation analysis has a long tradition in the transmission of 
information and the growth of science (Chen, 2005). In order to facilitate this addition to 
the body of knowledge, two main research paradigms exist and are to be considered for 
this study, namely positivistic (quantitative) research and phenomenological (qualitative) 
research. 
 
3.3.1 Positivistic (Quantitative) research 
Olusegun (2002:3) defines positivistic research as an inquiry into a human or social 
problem on the basis of testing a theory composed of different variables, measured with 
the help of numbers and analysed with statistical procedures to determine the validity of 
the predictive generalisation of the theory. In order to simplify this definition, Olusegun 
(2002:3) went on to cite Gay and Airasian (2000) as defining positivistic research as the 
collection of numerical data to predict, explain and control phenomena of interest and is 
thus the method for conducting experimental tests. Proportions, numbers and statistics 
are common place with positivistic research and according to Shields and Twycross 
(2003:34) may be of value in the measurement of people‟s attitudes, behaviours, 
emotional state and ultimately, their ways of thinking. 
 
The positivistic approach is used in physical and social sciences and believes that 
society is organised according to scientific observations and experiments. This is done 
by using specific definitions and carefully operationalising what particular concepts and 
variables mean (Tewksbury, 2009:38). Variables are identified and described and the 
relationships amongst these variables are examined to establish a cause-and-effect 
relationship systematically and statistically (Burns and Groves, 2005:23). Scientists 
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supporting positivism would argue that the general law of science would be just as 
applicable to the social science as to the physical science. Positivistic research is 
primarily quantitative research based and makes use of experiments, surveys and 
statistics to test theories (Bryman, 2004). Bryman (2004) lists the following as the main 
stages to quantitative research: 
- Review theory and establish a hypothesis to be tested; 
- Research, be it experimental or survey-based, is designed to test the established 
hypotheses through a deductive approach; and 
- The research yields observations and measurements that support or nullify the 
hypothesis. 
 
3.3.2 Phenomenological (Qualitative) research 
Olusegun (2002:3) defines phenomenological research as a process of inquiry to 
understand a human or social problem which is holistic and complex. This research 
would be created with words, by detailed reporting of the views of informants and 
conducted in their natural setting. Olusegun (2002:3) went on to cite Gay and Airasian 
(2000) as defining phenomenological research as the collection of data about various 
variables, over a period of time and in a naturalistic setting, to gain insights which could 
not be established using any other type of research. Doubt is therefore expressed over 
the question of whether it is always possible to establish cause-and-effect between 
variables in the social sciences. This method might be employed when the researcher 
needs to find the meaning of something and according to Shields and Twycross 
(2003:24), no measurements are to be taken or statistics to be calculated. Instead, the 
words of users, quotes and descriptions would be used to explore the meaning of 
something. 
 
Phenomenological research would also be utilised where there was a current lack of 
theory or research, or where the analysis and description of behaviour was required 
from the perspective of what was being studied. The characteristics of qualitative 
research and the need for the generation of conceptual frameworks to draw wider 
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inferences that could be applied to a broader population, would mean that it was critical 
that respondents selected for the research showed the prerequisite range of 
characteristics or experience (Shields and Twycross, 2003:24). 
 
Phenomenological research represents a reaction against an unqualified application of 
positivism in the social sciences and is theory building, or inductive, in nature (Bryman, 
2004). Instead of trying to explain causal relationships by means of objective truth and 
statistical analysis, hermeneutics use a process of interpretation to understand or 
reconstruct reality. This approach is also known as the interpretive approach and 
pursues the meanings, concepts, definitions, characteristics, metaphors, symbols and 
descriptions of things (Berg, 2007:3). 
 
Collis and Hussey (2003) identify the following different types of phenomenological 
methodologies: 
- Action research; 
- Case studies; 
- Ethnography; 
- Feminist perspective; 
- Grounded theory; 
- Hermeneutics; and 
- Participative enquiry. 
Bryman (2004) lists the following as the main stages to qualitative research: 
- Review theory to gain an understanding of the phenomenon to be researched; 
- Research, be it any of the aforementioned types of phenomenological 
methodologies, is designed to gain a deeper understanding of the subjective 
meanings held by respondents through an inductive approach; and 
- The research yields observations, theories or a model that provides further 
insight into the phenomenon of interest.  
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3.4 RESEARCH STRATEGY 
3.4.1 Inductive or deductive logic 
The nature of research can be distinguished by one of two approaches, either the 
inductive logic approach or the deductive logic approach. A deductive approach 
involves the development of a theoretical structure, making assumptions on the 
structure and testing this by means of empirical observation. It therefore begins broadly 
with a generalisation and funnels towards specific points and as such is a knowledge 
driven strategy with particular instances being deduced from general instances. 
 
An inductive approach starts with observations of empirical reality, or specific points that 
are broadened into generalisations, or general inferences, induced from particular 
instances and is therefore a feature-detecting strategy. The logic is thus reversed with a 
deductive approach moving from general to specific while the inductive approach moves 
from specific to general. 
 
The choice of approach depends on the research questions asked by a researcher at a 
specific time and the nature thereof. Skinner (no date) states that research often had 
both approaches and utilised them in a cyclical manner, where theory may lead to 
observations, which in turn lead to the identification of new patterns as well as the 
development of new theories. As per Bryman‟s (2004) stages to qualitative research, 
qualitative research methods are particularly orientated towards exploration, discovery 
and inductive design logic with conjecture, guesses, ideas and expectations. 
 
3.5 RESEARCH DESIGN  
The design of any research is the plan for collecting and utilising data so that desired 
information can be obtained with sufficient precision (Skinner, no date). The essential 
parameters of research start with its basic method of approach, either 
phenomenological (qualitative) or positivistic (quantitative). The next consideration 
would be the sample or target to be observed, interviewed or measured. It also includes 
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items and tools such as locations, case studies, interviews, questionnaires, discussions, 
tasks and materials and for any given research a number of ways to address the 
research design can be employed. These, as well as which were selected for use will be 
discussed hereafter. 
 
Tewksbury (2009) expressed that if the nature of the data to be collected was verbal 
and its analysis was based on interpretation, the methodology would be qualitative, 
while statistical analysed numerical data would result in a quantitative methodology. As 
the current research sought to explore and gain a deeper understanding of the influence 
of copreneurial relationships in the restaurant industry, as well as the verbal nature of 
the data to be researched, a phenomenological research approach has been chosen for 
this research study.  
 
This research focuses largely on the unexamined environment of the influence of 
copreneurial relationship‟s on the restaurant industry within the NMM. Little empirical 
information exists and / or is available on copreneurial relationships, let alone 
copreneurships, in the restaurant industry and the research thus follows an inductive 
approach. Its purpose is to gain insight from respondents as to their perspective of the 
phenomenon of their copreneurial relationship‟s influence on their own business which 
could not be established using quantitative research. This in turn will facilitate an 
improved interpretive understanding of this phenomenon. No measurements will be 
taken or statistics calculated in this research.  
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Qualitative features 
 Was phenomenological and adhered to the scientific method. 
 Was informal and objective. 
 Was exploratory research in an unexamined area of study. 
 Was based in the realm of social sciences. 
 Searched literature to set the interview questions. 
 Investigated a small selected sample rather than a single or large sample. 
 Collected data in the respondents‟ natural setting. 
 Contained survey questions that required responses based on the respondents 
subjective opinions. 
 Required word-based responses from the participants. 
 Employed inductive processes to speculate reasons for the findings. 
 Data collection is done through personal interviews with a combination of open-
ended and closed questions. 
 
Table 3.1: Summary of the qualitative research features: The influence of copreneurial 
relationships on the restaurant industry: A study in the Nelson Mandela Metropole. 
(Source: Author‟s own construct) 
 
3.5.1 Case study design 
A case study is described as an investigation of a particular contemporary phenomenon 
within its real life context using multiple sources of evidence (Robson, 2002). Case 
study design research is useful when “A how or why question is being asked about a 
contemporary set of events over which the investigator has little or no control” (Yin, 
2003). Hartley (2004) expands on this noting that case studies tend to use an inductive 
approach rather than a deductive approach. 
 
In phenomenological research, the approach would be to highlight how the particular 
phenomenon was perceived by individuals within its sphere of influence and is 
concerned with the study of individual‟s perspectives. A phenomenological approach 
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could be applied to a selected sample case study or a single case study. Normally, this 
would involve gathering perceptions and information through inductive methods such as 
discussions, interviews, observations of participants and representation from the 
perspective of participants of the research (Lascot, 2011). Yin (2003) notes that single 
case studies are more likely to be accused that they are less valid than multiple design 
studies because there is no opportunity for analysis through contrast or replication and 
therefore, selected or multiple sample case studies are more common. 
 
According to Yin (2003), case study research uses a selection of evidence from different 
sources: 
- Documents; 
- Artefacts; 
- Interviews; and  
- Observation. 
With the nature of the research being qualitative and specific to a single phenomenon 
within a specific industry and region, a selected sample case study design has been 
identified and selected as the most appropriate research strategy. It entails the 
understanding of an important human and social problem, namely the influence of 
copreneurial relationships on the restaurant industry in the NMM, through a carefully 
constructed process of enquiry.  
 
3.6 METHOD OF DATA COLLECTION 
Qualitative researchers selectively choose people most likely to yield information about 
a specific problem (McMillan and Schumacher, 2001). The purpose of this case study is 
to collect information that relates to the influence of copreneurial relationships in the 
restaurant industry. For this reason, copreneurs were specifically selected according to 
a process that will be discussed under the following section 3.6.1.  
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3.6.1 Target population and sampling strategy 
For a clear understanding as to terms used in the passages that follow it is deemed 
important to define these specific terms for transparency and will thus be done 
accordingly. The first of these terms is a population which is defined as any complete 
group or body of people, or any collection of items under consideration for the purpose 
of the intended research (Zikmund, 2003:369). For the current study, however, a 
population of copreneurships in South Africa was not freely available, let alone in the 
restaurant industry, even though these businesses exist and constitute a large 
percentage of businesses in South Africa (Venter, 2003:220). Santiago (2000:18) adds 
further reasoning to the lack of family business database availability, citing their 
traditionally secretive nature as the forerunner which in turn makes this a challenging 
population to study.  
 
For these reasons, a four-folded approach to determining the appropriate population 
was used. The four approaches utilised in conjunction included: 
 Due to being a resident in the city for no less than 33 years and whose spouse is 
in the industry of interest, the researcher of this study drew on self-knowledge of 
copreneurships within the NMM as an initial population; 
 Referrals were requested from the initial population as to further known 
copreneurships within the NMM; 
 A door to door visiting process across most suburbs and which had businesses 
within this industry was conducted; and 
 Telephonic enquiry of businesses listed in the NMM telephone directory under 
the category of restaurants was carried out. 
The combination of all four processes above delivered a listing of copreneurships with 
the NMM and formed the population for the intended study. 
 
A sample is a subset, or portion, of the population containing qualified participants 
selected for this research study (Collis and Hussey 2003:56; Cooper and Schindler 
2007:717). Sampling is the act of selecting this representational portion or subset of the 
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population and a sampling strategy is the plan that this research study has employed 
and sets forth to make sure that the sample to be used in the research study is a good 
representation of the population from which the sample is drawn (Landreneau and 
Creek, no date). A sample is obtained as it is cheaper, practical and more appropriate 
and convenient to observe as opposed to a whole population. Sampling allows 
conclusions to be drawn from a population subset and in turn permit inferences to be 
made about the entire population it represents (Mugo, 2002). 
 
With regard to sampling methods, there are two main categories available to choose 
from, namely probability sampling and non-probability sampling (Evans and Rooney, 
2010:126). Zikmund (2003:379) explains that probability sampling, also known as 
objective sampling, takes place when every member of the population has a known, 
non-zero chance of being selected, whereas non-probability sampling occurs when 
personal judgment, or convenience, forms the basis for selection. Non-probability 
sampling, also known as subjective or convenience sampling, therefore refers to the 
process of selecting respondents from the population in a non-random way. Snowball 
sampling, associated closely to convenience sampling, refers to the processes through 
which initial respondents are selected using probability methods and information 
provided by them is then used to acquire extra respondents or refine the required 
respondents (Katz, 2006; Zikmund, 2003:384).  
 
Snowball sampling is generally used when members of a rare population are sought 
through referrals (Zikmund, 2003:384). For the purpose of this study and in light of the 
process followed above in determining the desired population, a combination of 
sampling methods were employed. Non-probability sampling, specifically convenience 
snowball sampling, was used to determine all copreneurships in the restaurant industry 
within the NMM. The referral sampling technique was used in order to increase the 
likelihood of establishing as complete a population as possible, however, it is accepted 
by the researcher that a few copreneurships will most likely have been overlooked in 
this study. 
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The current research set a formal parameter by restricting its scope of study to the 
restaurant industry within the NMM. The respondents needed to be identified and 
qualified through specific criteria and this was done according to: 
 currently having a running copreneurial business or having owned one within the 
last twelve months at the time of their response; 
 the business being located within the NMM; 
 being currently married; 
 being in such a copreneurial business for no less than three years; 
 having both spousal partners directly involved in decision-making and 
management within the business; and 
 their business being listed in the national telephone directory. 
Of the initial thirty-six copreneurships identified in the NMM, only sixteen copreneurial 
couples qualified to be eligible for this study through the fulfilment of all of the above 
characteristics and only ten copreneurships agreed to participating in the current study. 
In order to meet time constraints and avoid incurring excessive expense, qualification of 
appropriate respondents for this study was done through telephonic conversations and 
in person. All of the initially identified copreneurships in the restaurant industry within 
the NMM were contacted and all information supplied via these conversations was also 
deemed truthful and unquestioned. As this approach allowed the researcher to 
assemble suitable participants in the most direct and relevant way, this would facilitate 
the criteria of validity and currency. 
 
3.6.2 Interviews as a means to collect case study data 
Using a communications approach, data are recorded and presented through a semi-
structured interview to understand the opinions and views of experts. These experts are 
the copreneurship respondents in the restaurant industry within the NMM and who 
conformed to the aforementioned qualifying criteria.  
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An interview involves direct personal contact with participants who are asked to respond 
to the questions relating to the research problem (Bless and Higson-Smith, 2000) and 
involves much more than simply asking questions. Interviews are, generally, structured 
conversations that researchers have with individuals who have knowledge about the 
desired topic or phenomenon. Interviews are used to gain information from individuals 
through well planned, structured and carefully worded questions, just as quantitative 
researchers ask questions with surveys. The difference is that when a qualitative 
researcher asks questions of a person they are interested in understanding how the 
person being interviewed understands, experiences or views the topic or phenomenon. 
Interview data allows a researcher to understand the interviewee‟s perception of 
something as well as obtain an explanation of that knowledge. In short, qualitative 
interview based data, from the questions posed, provides information that the 
researcher requires to facilitate answers to the research questions in an unlimited range 
of possibilities (Tewksbury, 2009). 
 
Interviews can be structured, unstructured or semi-structured. The structured approach 
consists of closed questions and is often used for the positivistic (quantitative) 
approach. The semi-structured and unstructured approaches largely contain open 
ended questions with semi-structured interviews having open ended questions that are 
more guided. The phenomenological (qualitative) approach usually consists of open 
ended questions used in a semi-structured approach. The use of open ended questions 
in interviews results in a collection of different information from different sources, with 
multiple case studies, which makes data analysis more difficult (White, 2010).  
 
Semi-structured personal interviews have been selected as the process of enquiry for 
the case study approach and will be recorded for post-interview data analysis and 
archiving. Whilst directed at the focus areas of interest, the questions will also be broad 
enough so as not to limit the perspective of each respondent (Babbie and Mouton, 
2001). It is this research study‟s intention though to keep the questions as specific as 
possible, rather than general. This is to avoid respondents giving responses that would 
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not be useful to the research proposal‟s fulfilment. The option of anonymity will also be 
afforded to respondents who wish to keep their personal information confidential. 
 
In line with the approach of qualitative research, the respondents were contacted to 
establish appropriate interview times, dates and places. With the data being collected 
from the respondents in their natural setting, that is, within the environment of their 
everyday lives, these interviews will be conducted either at their business or their 
private home. This depends on which was personally selected by the respondents as 
the most appropriate and undisturbed setting to most effectively fulfil the research 
objectives. Due to the dynamics in geographical location and the distance to interview 
respondents, certain costs are attached to this method of data collection but all efforts 
will be given to minimise them.  
 
The interview session will start with an overview of the study so that the respondents 
understand the purpose of the research. The interview questions were compiled from an 
extensive literature review that brought relational-based factors of copreneurial 
relationships to light which bare influence on the copreneurial business. These factors 
of key topics are: 
 Commitment; 
 Communication; 
 Conflict; 
 Division of labour; 
 Emotional attachment; 
 Relationship bond; 
 Respect; 
 Spousal harmony; 
 Trust; and 
 Value system – (Responsibility / Accountability & Boundaries - Part of Value 
system). 
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These factors form the specific focus of the interview questions to ensure that the 
current research endeavours to explore the most pertinent aspects of copreneurial 
relationships baring influence on the restaurant industry within the NMM. The 
questionnaire is presented in appendix A at the end of this document. 
 
Additionally, within the interview construct, there are a group of questions to validate 
affective factors of the respondents such as the demographic characteristics, age of 
business, age of respondents and years of working together as copreneurs, to formally 
document this data. These are the only questions that are purely quantitative in nature, 
requiring factual answers that are not open to interpretation, nor required the subjective 
perceptions or opinions of the respondents or researcher.  
 
This study will then identify repeatable patterns that emanate from differing perceptions 
gained during the data analysis phase of the data collection. This in turn will provide 
feedback for similar copreneurial couples in the restaurant industry so that they may 
relate, identify and address similar challenges faced in copreneurship with the aid of 
forthcoming findings, conclusions and recommendations. 
 
In order to ensure the authenticity of data collected, respondents will be required to 
express their answers in spoken words and all interviews will be recorded to ensure that 
only copreneurial couples from the desired and target population were used in this 
research. The archiving of all interviews after this research study is completed also 
serves as proof of authenticity and possible future reference, expansion and / or related 
studies by future researchers, thus fulfilling the criterion of transferability. 
 
3.7 METHOD OF DATA ANALYSIS  
This section of the current study describes how data are to be analysed and verified as 
well as the reliability, validity and sensitivity thereof. The interview questionnaire to be 
utilised for this study cannot be pre-coded due to the interpretive approach employed. 
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Instead, all collected data must be categorised for easier use in fulfilling the research 
objectives. During the categorising process, coding will be used to better apply data in 
order to determine the influence of copreneurial relationships in the restaurant industry 
within the NMM. 
 
From the initial categorisation of the collected data, a requirement to develop further 
questions, or areas, of probing might present itself as well as the possibility of having to 
revisit respondents due to unclear or inconclusive data. Should this occur, further 
interviews will have to take place to clarify and / or obtain the required, or lacking data. 
Respondents will have to be informed at the initial interview of the possibility of a follow-
up interview for further clarification or to obtain further information for analysis. For this, 
thematic and content analysis will be utilised to break into themes as well as extract 
data. 
 
Currently available information from past research identifies specific goals and steps of 
phenomenological data analysis. The following is a summary of those goals and steps 
from research by Collis and Hussey (2003), Kumar (2005), Kvale and Brinkman (2009) 
and Tewksbury (2009). 
The goals of phenomenological data analysis are to: 
- Reduce the data; 
- Structure the data; 
- Detextualise the data; 
- Draw inferences from the collected data; and 
- Draw conclusions and make recommendations. 
Phenomenological data may be analysed through both quantifying and non-quantifying 
methods and as the current study is making use of interviews as its means of collect 
data collection, the following steps for analysing phenomenological interview data are 
suggested:  
- Read or listen to the interview to get a sense of the whole;  
57 
 
- The researcher determines the natural meaning; 
- The natural meaning is restated as simply as possible; and 
- Interrogating the meaning in terms of the specific purpose of the study. 
Validity, reliability and sensitivity are the three primary criteria that can be used to 
assess measurement (Zikmund, 2003:300). Validity refers to the ability of a scale or 
measuring instrument to measure that which it is intended to measure while reliability 
refers to the extent to which measures are error-free and yield consistent results. These 
criteria will be discussed further. 
 
3.7.1 Validity 
Validity is the extent, or degree, to which a test measures what the researcher intended, 
or claimed, it to measure. It is imperative so that results may be applied and interpreted 
accurately (Golafshani, 2003), while differences emerging from the measurement tool 
mirror the differences between respondents drawn from the population (Cooper and 
Schindler 2007:720). 
 
White (2010) cites the most common means of validity to be: 
- Face validity – relies basically upon the subjective judgement of the researcher; 
- Criterion related validity – employs two measures of validity, the second as a 
criterion check against the accuracy of the first measure; 
- Content validity – is the accuracy with which the instrument measures the factors 
or situations under study; 
- Construct validity – is any concept such as honesty that cannot be directly 
observed or isolated; 
- Internal validity – freedom from bias; and 
- External validity – concerned with the generalisation of conclusions. 
After the data have been collected and collated, the validity of the sampling instrument 
will be examined to ascertain whether or not respondent‟s responses allow for 
appropriate inferences to be made regarding the population currently engaged in 
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copreneurships in the restaurant industry within the NMM. Several of the above means 
of validation will be employed through the analysis process of analysing the influence of 
copreneurial relationships in the restaurant industry within the NMM.  
 
3.7.2 Reliability 
Measurement instruments employed by researchers may be doubted for their reliability 
and as such it is important that the appropriate measurement instruments are chosen 
carefully and fulfil the criteria for their intended use, as has been discussed. The main 
purpose of reliability is to determine the accuracy of research by how consistent a 
measurement tool is and how free it is of error. A measure is therefore considered 
reliable if it generates consistent results. Reliable instruments are therefore robust and 
capable of working at divergent times and under divergent conditions, making an 
important contribution to validity (Leedy and Omrod, 2001; Cooper and Schindler 
2007:321). Yin (2003) expands on this further by underlining the importance of reliability 
through its assertion of case study research. 
 
Triangulation refers to the use of several methods of data collection and by employing 
this tool, researchers studying the same phenomenon may achieve greater reliability 
and validity if similar conclusions present themselves (Leedy and Omrod, 2001). This 
current study utilises the following means to create triangulation to improve reliability 
and validity: 
- Literature review; 
- Interview questionnaire; and 
- Interview responses. 
 
3.8 CHAPTER SUMMARY
This chapter discussed, detailed and motivated the phenomenological research 
methodology employed in the current study. Due to the verbal nature of the data to be 
collected and the fact that this data is delivered in the form of respondent responses 
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and perceptions of the studied phenomenon, that being copreneurial relationship‟s 
influence on their own business, an inductive approach was deemed most appropriate 
to gain an understanding and deeper insight into this phenomenon. This approach, also 
referred to as an interpretive approach, give much regard to respondent‟s perceptions 
and experiences. 
 
A selected sample case study was chosen as the most appropriate way of applying the 
research approach as it could identify the issues that highlight system failure and 
discrepancies and draw attention to various situations. It is also less likely to be 
accused of being invalid due to multiple sources being utilised for inferences to be 
drawn. 
 
A four-folded approach was utilised in determining the initial population, namely self-
knowledge, referrals, door-to-door visits and finally, telephonic enquiry. This approach 
was forced due to the lack and non-availability of copreneurships, let alone those 
involved in the restaurant industry within the NMM. Thereafter, the appropriate sample 
was identified through a series of questions to validate whether the initially identified 
sample qualified or not. This was carried out verbally, either face-to-face or 
telephonically, and all qualifying answers were accepted as truthful and honest as no 
reason to suspect otherwise presented itself. In order to achieve this, convenience 
snowball sampling was used to determine all copreneurships in the restaurant industry 
within the NMM. 
 
Semi-structured personal interviews were selected as the process of enquiry for data 
collection and consist of closed and open-ended questions to gain the appropriate 
perspective of respondents. Interviews were also arranged to be conducted in the most 
natural setting of the respondents as chosen by them. The interview structure and 
questions were constructed to cover the key indentified factors that influence 
copreneurial relationships, namely Commitment, Communication, Conflict, Division of 
labour, Emotional attachment, Relationship bond, Respect, Spousal harmony, Trust and 
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their Value system. This is to ensure that the current research endeavours to explore 
the most pertinent aspects of copreneurial relationships baring influence on the 
restaurant industry within the NMM. 
 
Repeatable patterns that emanate from differing perceptions gained during the data 
analysis phase of the data collection will be identified and utilised to provide feedback 
for similar copreneurial couples in industry so that they may relate, identify and address 
similar challenges faced in copreneurship with the aid of forthcoming findings, 
conclusions and recommendations. Authenticity of the collected data as well as its 
archiving will also be secured during this study. 
 
Specific goals and steps for the analysis of the collected data have also been discussed 
and laid out for the current study. The intention of this being to draw inferences and 
conclusions from the collected data to facilitate informed recommendations that might 
serve to the benefit of copreneurships, not only in the industry or location of study, but in 
general. Data reliability and validity were also discussed and considered to be essential 
to the integrity of the current study and several measures have been employed, as 
previous handled, to cater for this. 
 
In Chapter Four, the findings of the different analyses performed on the collected data 
from the personal interviews will be presented and discussed. Thereafter, conclusions 
will be drawn and recommendations proposed regarding the influence of copreneurial 
relationships in the restaurant industry within the NMM. 
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CHAPTER 4 
 
RESEARCH FINDINGS 
 
4.1 INTRODUCTION  
The objective of this chapter is to present the data collected through the interviewing 
process detailed in Chapter Three. The data are then analysed to draw inferences and 
linked back to theory. 
 
In Chapter Two, family businesses within South Africa and the factors of copreneurial 
relationships that influence the business were investigated, particularly in the restaurant 
industry within South Africa. Based on this, ten affective relationship factors were 
identified and selected for analysis. 
 
To recap, the ten relationship factors selected for this research study are:  Commitment, 
communication, conflict, division of labour, emotional attachment, relationship bond, 
respect, spousal harmony, trust and the spousal values system. Chapter Three then 
discussed the qualitative research methodology employed in this study, The influence of 
copreneurial relationships on the restaurant industry: A study in the Nelson Mandela 
Metropole (NMM), with a specific focus on the SME family business sector and follows 
an exploratory approach. 
 
Chapter Three further explained the selection of the sample population and the 
sampling procedure. It further described the design, testing and implementation of the 
sampling instrument, that being personal one-to-one interviews that were both recorded 
and penned for reliability and validity. 
 
The current chapter seeks to share the findings of the research and will then move to 
making specific inferences to past research and theory.  
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4.2 DEMOGRAPHICS 
The interview started with thirteen questions relating to demographical information. This 
information is relevant for analysis in conjunction with the specific relationship factors 
questions to follow and will therefore occasionally be referred back to.  
 
All ten respondents were re-confirmed, after the initial qualifying questionnaire, to be 
involved in and own a copreneurial restaurant with their spouse. This was purposefully 
done as conforming to this requirement forms the basis of the study and if data from a 
respondent not in a copreneurial business were used, the study would be flawed and 
inaccurate. Of the ten respondents interviewed, five were male and five were female 
which offered an even balance of gender perception to this study. 
 
The ethnicity of the respondents that partook in this study was eight white couples and 
two black couples and their current term of marriage ranged between three to twenty-six 
years. Their forms of marriage were well spread with five couples being married in 
community of property, three couples being married ante nuptial with accrual and two 
couples ante nuptial without accrual. Ages of spouses were predominantly found to be 
evenly split between the thirty to forty year old and forty to fifty year old age groups, 
except for one couple that fell into the sixty to seventy year old age group.  
 
Eight of the ten couples have only been involved with their spouse in their current or last 
business while two couples indicated that they had been involved in a previous 
business with their spouse. Restaurant ownership was evenly split between either both 
spouses having equal equity in the business or a sole proprietary.   
 
Schooled qualifications were distributed evenly between spouses not having achieved 
their National Senior Certificate and those that held their National Senior Certificate. 
Only two spouses of the twenty held a diploma, one in marketing and the other in 
accounting. 
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With regard to children, only one couple did not have any while those of the other 
couples ranged in age predominantly from under eighteen years to twenty-four years 
with only one couple having children older than twenty-nine years. Additionally, none of 
the couple‟s children work actively in the copreneurial business. 
 
All respondents indicated that they would like to receive a copy of the completed 
research study. From the above information it is evident and clear that copreneurships 
in the restaurant industry, namely that within the NMM, do not follow a specific 
demographic. Collected data and forthcoming discussions and recommendations may 
therefore apply or be found relevant to all copreneurships in the restaurant industry. 
 
4.3 GENERAL 
This section was designed and used by the interviewer to lay the foundation from which 
the rest of the interview is constructed. It then probed deeper into each relationship 
factor for the intended exploration of the influence of copreneurial relationships on the 
restaurant industry in the Nelson Mandela Metropole (NMM).  
 
The questions were based on what emanated from Chapter Two‟s literature review 
through work done by Charles (2006:16), Deacon and Morgan (2010), Duff (2005:60-
63), Fitzgerald and Muske (2002), Gannon (2012), Maas and Diederichs (2007), Eybers 
(2010), Harris, Deacon, and Morgan (2010), MacDonald (2001), Marshack (1994), 
Millman and Martin (2007:234), Muske and Fitzgerald (2006:195), Nieman (2006), 
O‟Connor et al. (2006), Rutheford, Muse and Oswald (2006), Seymour (2002), Stewart-
Gross and Gross (2007), Venter et al. (2008:4) and English Articles (2011). 
 
Of the ten respondents, eight were inspired to start a copreneurship with their spouses 
due to an opportunity that existed for them to do so. These opportunities ranged from 
available skills and a market requirement and the chance and flexibility to spend more 
time together and with family. One couple had no choice and began their copreneurship 
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due to unemployment and financial despair while another respondent cited the sharing 
of tasks, responsibilities and the reduction of stress as the inspiration. 
 
Trading hours of respondent‟s businesses varied greatly (showing distress) with most 
not only trading far in excess of forty hours per week, but additionally having a sizeable 
portion of these trading hours falling outside of the normal 08H00 to 17H00 office hours. 
This excludes the hours of preparation and operations management that takes place in 
preparation for trading to become possible during the trading hours. The majority of 
businesses trade between six to seven days per week with some businesses trading for 
as long as fourteen hours per day. 
 
Those trading hours falling outside of the normal Monday to Friday 08H00 to 17H00 
have a positive impact on couples whose businesses only trade in the evenings and a 
negative effect on couples whose businesses trade throughout the day and into the 
evening. Owners of evening only trading restaurants cited being used to the trading 
hours, flexibility and spending time together as the positive driving factors. Owners of 
restaurants that trade throughout the day cited stress, lack of family and private spousal 
time, the lack of an adequate break to rest and recuperate and the inability to 
spontaneously do things with each other as the negative driving factors.  
 
The top three factors selected by respondents as the most important for their 
relationship and its influence on their business were, in order of highest selection: 
respect, trust and communication. These three factors accounted for 63 percent of the 
total number of factors selected while commitment trailed the leading three factors very 
closely.  
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The results were recorded in Table 4.1 below. 
Factor / Respondent 1 2 3 4 5 6 7 8 9 10 
Commitment   X  X   X  X 
Communication  X  X  X X  X  
Conflict           
Division of Labour      X     
Emotional Attachment X         X 
Relationship Bond X          
Respect  X X X X X X  X  
Spousal Harmony           
Trust  X X X X   X X X 
Values System X      X X   
 
Table 4.1: Top relationship factors as perceived by respondents 
(Source: Author‟s own construct) 
 
When the respondents were asked to share the three strongest and weakest qualities 
regarding their spouses several similarities were noted. Regarding the strongest 
qualities, having a loving nature and being extraverted, committed, supportive, 
respectful and taking responsibility all emanated strongly from the respondents. 
Regarding the weakest qualities, being outspoken before thinking, procrastinating, 
conflict due to stress, poor communication and being pedantic emanated from the 
respondents with some respondents citing only one or two points while others cited up 
to five points, namely positive. 
 
Regarding the skills possessed by copreneurships in the restaurant industry and 
whether respondents felt they possess or lack the skills, leadership, customer 
communication and emotional strength emanated as couple‟s overall strongest skills 
while taxation, marketing, information technology (I.T.) and financial controlling 
emanated as couple‟s overall weakest skills.  
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The respondent‟s responses have been summarised in Table 4.2 below. 
Skill Copreneurships that 
possess the skill 
Copreneurships that 
lack the skill 
Leadership 9 1 
Labour Relations 5 5 
Taxation 3 7 
Marketing 3 7 
Financial 4 6 
I.T. 3 7 
Customer Communication 10  
Emotional Strength 8 2 
 
Table 4.2: Restaurant copreneurship‟s skill possession   
(Source: Author‟s own construct) 
 
When the respondents were asked whether their work impacted their personal / family 
life and visa versa and whether this was perceived to be a problem, the first part of the 
response was unanimous while the second part of the response varied. All respondents 
confirmed that an impact does exists with seven respondents citing it as a problem, or 
having a negative impact, while the remaining three respondents cited it as not being a 
problem at all. Those respondents who cited it as a problem cited a lack of family 
relationship depth, broken or strained communication and a heightened conflict 
frequency. Those respondents citing the impact as not being a problem cited that it is a 
chosen way of life and their lives are either arranged around the business or the 
business is arranged around their lives, the latter being the preferred choice. 
 
Respondents were then requested to indicate the top three factors that they felt required 
improvement or development for the benefit of their personal relationship and which 
they perceived would have a positive effect on their business. The top three factors 
selected by respondents as the most important were, in order of highest selection: 
communication, conflict and its resolution and spousal harmony. These three choices 
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accounted for 63 percent of the total number of factors selected. The results of this are 
summarised in Table 4.3 below. 
 
Factor / Respondent 1 2 3 4 5 6 7 8 9 10 
Commitment   X       X 
Communication X  X X X  X X X X 
Conflict & Resolution X  X  X X X X   
Division of Labour  X         
Emotional Attachment    X     X  
Relationship Bond     X X     
Respect        X   
Spousal Harmony    X  X X  X X 
Trust           
Values System           
 
Table 4.3: Factors respondents perceived to require improvement or development 
(Source: Author‟s own construct) 
 
The interviewer then proceeded to probe, in the view of the respondents, whether these 
factors had a positive or negative influence on their business. All factors were 
unanimously rated as positive except for three, those being: conflict handling and 
resolution, division of labour and emotional attachment. Six respondents felt that conflict 
handling and resolution in their business had a positive influence on their business while 
four respondents felt that it had a negative influence. Respondents expressed that this 
was due to the fact that conflict handling and resolution tended to leave a negative 
stigma amongst spouses and staff from time to time and this had an adverse effect on 
productivity, performance and effectiveness of the business and most involved in it.  
 
Respondents were split evenly with their opinion and experience on the division of 
labour and this was due to the fact that the five respondents that rated the influence 
negatively did not have defined tasks and responsibilities assigned to each spouse but 
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worked adhoc on addressing responsibilities and tasks and tended to overlap each 
other. Those respondents that rated the influence as positive all had set responsibilities 
and tasks assigned to them and agreed to between the spouses.  
 
Emotional attachment was perceived to have a mostly positive influence on the 
business with only two respondents perceiving it to have a negative influence. The 
respondents that perceived a positive influence cited the fact that they were better 
connected to their spouse to understanding the dynamics of their relationship, the 
business and matters at hand and could therefore relate and support their spouses 
more effectively. Those that perceived a negative effect cited that a high attachment to 
each other or the business was not healthy for either and caused heightened emotions 
that tended to lead, or border on, conflict situations. The results of how the respondents 
perceived the influence of these factors on their business is summarised in Table 4.4 
below. 
 
Factor Positive Negative 
Commitment 10  
Communication 10  
Conflict handling and resolution 6 4 
Division of labour 5 5 
Emotional attachment 8 2 
Relationship bond 10  
Respect 10  
Spousal harmony 10  
Trust 10  
Values system 10  
 
Table 4.4: Respondent‟s perception of relational factors on their business 
(Source: Author‟s own construct) 
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The interviewer continued to lead on from the previous question and asked the 
respondents to share three things, in their personal experience, that were found to 
minimise the negative influences and build a more positive influence. Respondents 
overlapped greatly with similarities in what they perceived to minimise negative 
influences and these are summarised as follows: 
 Listen during conflict and revisit this situation later, if emotional exchanges are 
imminent, to resolve calmly when emotions have tapered; 
 Exercise frequent communication and spousal consideration; 
 Stick to defined responsibilities and tasks matched to each other‟s strengths; 
 Compromise to meet your spouse half way with matters providing it is in the 
relationship and business‟ best interests, but relationship first; 
 Respect and consider each other‟s views and opinions; 
 Ensure you give each other some personal space, or time, to relax or do what 
interests each independently; and 
 Set agreed boundaries, personally and with regards to work. 
 
From the above, effective communication, a defined division of labour and an 
established values system were the top three things found to minimise the negative 
influences and build a more positive influence. 
 
The interviewer then proceeded to conclude the general section of questions. With the 
foundational information being established the interviewer progressed deeper into each 
specific relationship factor with the aim of gaining an improved understanding of 
influences of copreneurial relationships on the restaurant industry in the NMM. 
   
4.4 COMMITMENT 
When respondents were probed to share the top three influences of their commitment to 
their copreneurship, the following influences were noted: 
 A shared bond and love; 
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 Trust amongst each other; 
 Compromising to finding a solution; 
 The economic situation and personal financial situation; 
 Communication; 
 Family responsibility; 
 Maintaining repeat or sustainable business; 
 Supplier difficulties; and 
 Personal stress. 
Of the above listed influence three repeated themselves several times between 
respondents, namely: A shared bond and love for each other, trust amongst each other 
and communication. These influences are of a positive and negative nature and are 
considered critical for addressing or preservation.  
 
Equal spousal contribution to the copreneurship emanated as an 80 to 20 percent split 
with 80 percent of respondents agreeing to contribute equally to the business while 20 
percent of respondents felt that the spousal contributions were not equal. The main 
reason cited for this was that one spouse tended to address and see to the children and 
more family responsibilities than the other who would focus on the business issues and 
responsibilities.   
 
Putting in an effort for the business‟ success, beyond what is deemed normal, by the 
spousal couple, was largely perceived by respondents to have a very positive effect on 
their relationship. Most respondents cited strengthened respect, personal bond, love, 
building a better future and emotional strength as outcomes from this. Only two couples 
perceived a negative impact and cited the erosion of family time and intimacy as 
outcomes. The spousal relationship was further perceived by all respondents to have a 
positive effect on the business. 
 
All respondents unanimously believe that they are more committed to their spouse and 
their business as opposed to working for someone else. The main reasons cited for this 
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were the building of joint wealth, mutual support, sharing stressful situations, ready to 
go the extra mile and having aligned and shared goals.  
 
4.5 COMMUNICATION 
Regarding whether all issues arising between themselves are discussed, eight 
respondents confirmed that this occurs while two respondents do not discuss all issues 
with their spouses. Those who discuss all issues believe that it allows for open 
communication, immediate resolution and transparency with each other and believe that 
it should be done openly and without delay or reserve. Those who do not discuss all 
issues believe that many big issues do not require discussion, do not want to burden 
their partner with what they perceive to be nonsense and if the issue escalates then it 
can be discussed. 
 
Table 4.5 that follows is a summary of how respondents perceived their communication 
with their spouses across three areas, namely frequency, openness and effectiveness. 
 
Respondent Frequent Infrequent Open Closed Effective Ineffective 
1 X  X  X  
2 X  X  X  
3 X  X   X 
4 X  X  X  
5  X X  X  
6 X  X  X  
7 X  X  X  
8 X   X  X 
9  X X  X  
10 X  X  X  
 
Table 4.5: Respondent‟s perception of their communication with their spouse 
(Source: Author‟s own construct) 
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From the above summary it can be observed that most spousal communication is 
considered by respondents as frequent, open and effective while four responses 
differed. Two of these believed that while their communication was infrequent, it was still 
open and effective while the remaining two respondents felt their communication was 
ineffective. One of these respondents perceived their communication to be frequent but 
closed while the other perceived their communication to be both frequent and open.  
 
All respondents perceive their communication with their spouse to positively affect their 
business. Reasons cited were strong relationship values, fast resolution of issues or 
tasks, avoidance or reduction of conflict, selecting the best alternatives and making the 
best decisions, improving each other‟s understanding of their spouse and avoiding 
repeat errors. Eight respondents feel that nothing is lacking in their spousal 
communication while two respondents cited frequency as their concern. All respondents 
acknowledge spousal achievements passionately and verbally while two respondents 
added further encouragement to this.  
 
Regarding important business and financial decisions that need to be made, all 
respondents consult their spouses before taking such decisions. Avoidance of conflict, 
transparency, joint involvement, best considered alternatives and compromising were all 
cited as reasons for therefore. 
 
4.6 CONFLICT 
Respondents were split 70 to 30 percent regarding work and family obligations coming 
into conflict with each other. It was shared that the pressure to choose to address either 
work or family obligations first is a reality that copreneurships have to deal with as they 
are intertwined and directly linked to each other. The one with the highest priority as 
perceived by the person making that decision is the one to be addressed. Three 
respondents felt that family responsibilities supersede all others while the three 
respondents that felt that family and work obligations do not come into conflict cited 
planning their responsibilities and time to be the key to avoiding such conflict. 
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Respondents further managed spousal conflict primarily by compromising with their 
spouse as well as communicating openly, trusting each other implicitly and being 
intuitive of your spouse‟s feelings and emotions. One respondent felt that they do not 
manage their conflict and tend to avoid addressing it in the hope of it going away but 
should it escalate then they would be forced to deal with it.   
 
Relationship conflict was largely felt by respondents to have a negative impact on their 
business resulting in poor business decisions being made, a lack of focus, emotional 
distraction and reduced productivity. It was largely said to be one of their greatest 
challenges and areas to manage in the interest of their relationships and business and 
as such was kept separate to business affairs. 
 
Conflict occurred predominantly at work and was attributed to business stress, financial 
strain and labour issues. Other contributors of conflict reported by respondents included 
their spouse‟s pursuit of perfection, stubbornness, working hours, the lack of sufficient 
rest periods for business with long trading hours and supplier problems. Few 
copreneurships could effectively share how they dealt with such factors but those who 
did shared forward planning, open communication with their spouse and personal 
involvement in the situation‟s resolution as positive response actions. 
 
4.7 DIVISION OF LABOUR 
The management of family and business responsibilities was perceived by all 
respondents to have a positive effect in general. The way of managing these 
responsibilities did however differ but only in one of two ways. Either the spousal couple 
planned who was responsible for which tasks and responsibilities or everything was 
unplanned and whichever spouse was available would handle the responsibility or task. 
If the responsibilities were planned and assigned, it was usually the wife who saw to the 
children while the husband saw to the business or tasks and responsibilities were 
assigned according to skills or ability. This was indeed the case for most of the 
respondents.  
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It was also felt that the assigning of responsibilities and tasks facilitated more effective 
time spent with family which was noted as an essential point, the reduction of tense 
situations which facilitated an improved focus and a faster response to tasks and 
responsibilities as the most appropriate person handled it. The majority of respondents 
who experienced a lack of planning or assigning of tasks and responsibilities also 
experienced moments of frustration between each other and four respondents shared 
that this tended to lead to a spousal conflict situation.  
 
The division of responsibilities and tasks was also noted as a concern by some 
respondents as it caused a division of expertise and a widening of the knowledge gap 
between spouses. This, in the case of three respondents meant that should the one 
spouse not be present at the business the business would either not be able to function 
or would function at a severe disadvantage. These particular respondents felt that this 
added extra pressure on them to ensure that they are both available to see to the 
business and family needs. In the case of skills not being possessed by the spousal 
couple, these tasks and responsibilities have been outsourced to third party companies 
to allow the business to operate accordingly. 
 
The intermixing of work in the home and work environments occurred amongst half of 
the respondents while the other half of respondents believed that it was essential for the 
preservation and quality of their relationship to keep the two distinctly separated. It was 
further noted that those copreneurships that believed in keeping work and home 
environments separated were the same copreneurships that believed in assigning 
specific tasks and responsibilities to each other and considered their business 
financially sound. These copreneurships assigned specific times to deal with work 
issues in the work environment. 
 
4.8 EMOTIONAL ATTACHMENT 
All respondents consider their spouse‟s when making decisions in general. The reasons 
given for this are that they jointly contribute towards solutions and value each other‟s 
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varying opinions while jointly facilitating the best possible solution to the situation at 
hand being committed to. 
 
Respondent‟s reasons for working with their spouses varied greatly. The majority of 
respondents cited the desire to spend more time together, their trust and love for each 
other, family preservation, lifestyle flexibility and the pursuit to building joint wealth. Only 
two respondents indicated that their working together with their spouse was largely due 
to the dire situation of being unemployed but knowing that they were capable and 
compatible with each other. 
 
When respondents were asked what effect and / or impact an emotional attachment to 
their business has on their relationship and business, 60 percent of respondents 
perceived a positive impact while only 40 percent perceived a negative impact. Those 
perceiving a positive impact believe that their emotions are intertwined with their 
spouses, stimulating them both to persevere and do better, together, through a deeper 
understanding of each other. Those perceiving a negative impact cited issues such as 
no work and home environment separation which in turn leads to work issues and 
related conversations taking precedence over family time, interaction and 
responsibilities.   
 
This led to the following question that probed whether respondents experienced a lack 
of time alone and intimacy with their spouse and what effect this has had on their 
relationship and business. Respondents were spilt equally in their responses of this 
having an effect or not. Those respondents who indicated that no lack of time alone and 
intimacy was experienced indicated that it had a positive effect directly on their 
relationship and a positive knock-on effect on the business. These respondents all cited 
making time for each other and keeping work and home environments separate as their 
belief of why it works. Those respondents who indicated that they experience a lack of 
time and intimacy all perceived it to have a negative effect on their relationship primarily 
and sometimes their business. They further experienced that this forces them to plan 
alone time together with some couples even arranging their operating hours in such a 
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manner that this time is available for each other and family. They also noted the 
importance of trying to keep a separation between the work and home environments 
with regards to work but are struggling to achieve this with overlapping resulting.  
 
4.9 RELATIONSHIP BOND 
All respondents expressed that their financial position bared an impact on their 
relationship bond with their spouse but responses varied. The following is a summary of 
the varied respondent‟s responses: 
 Accustomed to not having money therefore the impact is neutral, neither good 
nor bad, with the resultant focus remaining on each other and the family; 
 No impact due to the careful balancing and planning of finances and if financial 
levels drop, the couple work a little harder to avoid a negative impact; or 
 A high negative impact is experienced due to the frustration and emotional 
distress that a prolonged strained financial position has.  
 
Respondents all believe that their current relationship bond with their spouse has a 
positive impact on their business. Expanding on this notion, respondents attribute this to 
several factors, namely allowing each other to provide support and emotional strength 
to and for their spouse during trying times and daily challenges, as a united team and as 
a single voice. 
 
Couple‟s sharing of common interests and their choice of hobbies also bare influence 
on the relationship bond. 70 percent of respondents share their most important interests 
and they perceive this to have a positive relationship bond strengthening effect. It is felt 
that this allows business needs to be handled easier from a psychological perspective 
while passions and personal experiences may be shared between spouses. The 
remaining 30 percent of respondents do not share common interests outside of work 
and also perceive this to generally have a positive relationship bond strengthening 
effect. They attribute this to the opportunity for their spouse to be afforded personal time 
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alone to pursue their own interests or hobbies and to realise self-satisfaction, enjoyment 
and a break from the business and in some occasions, each other.  
 
The majority of respondents understand the needs and preferences of their spouse and 
experience this to have a positive effect on their relationship and business. It allows and 
facilitates a compromise between each other and leads to what the couple believe to be 
a balanced result in the interest of the relationship and business. It further provides an 
understanding and knowledge of the couples moral and values boundaries as a 
foundation to all actions and decisions and spouses felt a heightened sense of being 
cared for, considered, respected and appreciated. Only two couples felt that their 
understanding of each other‟s needs currently affects the relationship and business 
negatively but believe that it could have a positive effect. They expanded by noting that 
this was due to their lack of understanding each other‟s needs and preferences due to 
poor communication and very little personal time together. 
 
All respondents have experienced a sense of personal growth from being involved with 
their spouse in their copreneurship. Respondents are humbled by seeing different 
abilities, qualities and characteristics of their spouse that would otherwise not have 
been possible as well as having the opportunity to learn about and from each other. 
This included having gained knowledge of each other‟s strengths and weaknesses, 
relate and respond more effectively to each other‟s and the business‟ needs, become 
more patient through a deeper understanding and allowed better self-expression and 
thought articulation.  
 
Respondents also expressed what hinders bringing out the best in their spouse as well 
as themselves and these were due to the spousal as well as external influencing factors 
that increased the occurrence of stressful and frustrating situations. These included 
difficult customers, tough financial situations when they present themselves, time 
management, spousal communication, conflict and the work manner of handling issues 
at home. 
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4.10 RESPECT 
All respondents hold their spouses in a very high regard with respect to their efforts in 
the relationship and business. They further felt that the efforts put in by their spouses 
and where they put it in works for their particular relationship. This is due to spouses 
concentrating much of their output in areas that they are either suited for from a skills or 
emotional perspective and all respondents expressed their respect for their spouse‟s 
efforts.  
 
Those respondents that perceived their partners to be over exerting in their efforts felt 
that this was inducing stress and frustration into the situation. This was due to the 
amount that they were responsible for as well as the high standards that they have set 
in their business.   
 
Discussing business issues at home was perceived by half the respondents to be 
acceptable while the other half dismissed the notion in its entirety. Those respondents 
that do discuss business issues at home believed that not all work issues could be 
discussed within the business environment and they are not afforded the time, or set 
specific meetings, at the business to discuss all issues and matters. These respondents 
further expressed that this reduced the amount of time that spouses spent on 
relationship issues, with each other in a non-work context and with their family. When 
the interviewer asked whether they perceive this to result in a lack of respect for their 
personal environment and each other, they agreed. Those respondents that do not 
discuss work in the home environment do so to respect their family and spouses. They 
generally have made it a rule as it maintains calmness and allows a mental break from 
the strains and pressures of the work environment. These respondents noted that to 
achieve this they allocated specific time at the business to discuss these issues. 
 
Respondents believe that the reinforcement of their respect for each other comes 
through various means such as compromising with each other for the best option that 
suites both the relationship and business, listening actively to each other with full 
79 
 
consideration of all opinions, mutual encouragement, reminding each other of the basics 
that cemented their relationship in the first place and trusting each other implicitly.    
 
4.11 SPOUSAL HARMONY 
Only two respondents of the ten felt that their spouses did not make decisions that 
contributed positively to the business all the time. They attributed this to a lack of 
experience or skills regarding the issue or matter at hand. Those that felt their spouse 
do make decisions that contribute positively to the business attributed it to having the 
required skills, discussing the matter openly with their spouse and the couple having 
assigned tasks and responsibilities to each other based on skills and abilities. All 
respondents generally agreed with the decisions of their spouse and in the few or odd 
instance where they didn‟t the matter would be discussed and a compromise 
established to the most logical decision and in the best interest of the business. 
 
Negative influences of spousal harmony noted by respondents are difficult customers, 
not working towards the same goals, long work hours, financial strain, staff and supplier 
issues. Positive influences of spousal harmony noted by respondents are a positive 
financial position, time spent with family, working through faults together, open 
communication and consistently supporting each other.  
 
Business trading hours emanated as not having an effect on the spousal relationship in 
the case of restaurants which trade only in the day or night and where the trading hours 
were decided upon around the requirements of the family and spousal couple. Those 
businesses that traded both day and night experience a negative effect on their 
relationship as they constantly have to live around their trading hours and have very 
little personal time to themselves or family. This brings negativity, stress and frustration 
into their home environments, especially when work is dealt with at home. 
 
 
80 
 
4.12 TRUST 
When the respondents were posed the question of what influences their trust in their 
relationship and business with respect to their spouse, only two respondents of the ten 
felt that their spousal trust was influenced. All other respondents considered their 
spousal trust to be implicit and uninfluenced. The two respondents believing that 
spousal trust could be influenced cited the spousal bond, conflict, lacking skill sets and 
poor communication as the three factors baring influence over their spousal trust.  
 
All respondents, except one, trust their spouse‟s judgement in making business 
decisions to manage a business situation or matter. This lack of trust from one 
respondent was based on the spouse‟s lack of experience and exposure to such 
situations and matters as the respondent handles most of the matters that arise in their 
business. Those respondents that had no reason to doubt their spouse‟s judgement all 
cited that their spouse had a good knowledge of the business, sufficient skills to operate 
the business and were actively involved in the day-to-day operations of the business. 
 
Asked to comment whether anything has caused doubt in their spousal trust with 
regards to their spouse‟s ability, most respondents felt that they have not doubted their 
spouse‟s trust and nothing has influenced it either. Two respondents, however, 
experienced doubt during strained economic situations and poor personal and business 
financial situations only. 
 
Respondents further found it easy to leave the business in the hands of their spouse, 
except one. This respondent cited their spouse‟s skills, exposure and responsibilities as 
weaker areas that did not make this possible. This spurred the interviewer to alter the 
question‟s approach and follow on by enquiring that if the roles or situation were 
reversed and their spouse were to leave the business in their hands, would they feel 
their spouse would. The result to this was that three respondents felt that their spouses 
would find it difficult and cited skills and exposure as the reasons for this. 
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4.13 VALUES SYSTEM 
Family and family values taking precedence over the business and its needs emanated 
as the respondent‟s predominant choice and belief. They felt that family and family 
values affect the business positively in that the feeling of belonging and being cared for 
improved the efforts and commitment of their staff and themselves. They further 
believed that it also facilitates better cohesion and happiness within the business as the 
business‟ performance and values system follows from the family‟s state of happiness 
and values system. Three respondents believed that the business and its needs take 
precedence over family and family values in that without the business and seeing to its 
needs, family would be affected directly and problems within the business would spill 
over into the home environment. 
 
Seven of the ten couples had personal visions while all couples had family visions. Eight 
respondents felt that they share a clear vision regarding their relationship and business 
with their spouse while two respondents had none. All respondents revisit their visions 
but do so at different intervals ranging from daily to as and when required with the latter 
being the favoured choice. 
 
All respondents perceived their values system to bare a large impact on their 
relationship and business. It is perceived as positive in that it is the foundation to how 
business is conducted, it establishes a family environment of operation and it reinforces 
ownership and accountability of actions and tasks. 
 
Respondents believe in the establishment of boundaries but most shared that they do 
not actively enforce them. All respondents have set boundaries to the intermixing of 
work being handled at home and family matters being discussed in the business in 
some way but they vary greatly. Seven respondents believe that the work and home 
environments are to remain separate and that work matters should not be handled at 
home and family matters should not be brought into the work environment. Three 
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respondents believe that family matters are not brought into the work environment but 
work may be discussed at the home as it has no restrictions.   
 
All respondents believed that they accept responsibility and accountability in both their 
personal and work environments and this has a positive influence on the business. 
Spouses are able to share the responsibilities and accountability, support and motivate 
each other and build the business. This is perceived to facilitate a reduction of individual 
stress and the overwhelming feeling that befalls an individual when being solely 
responsible and accountable.  
 
4.14 CHAPTER SUMMARY 
This chapter summarised and discussed the findings of the research interviews. 
Demographics of the respondents were first looked at through standard and basic 
questions to give some background to the respondents that formed the sample group 
for this research study regarding the influence of copreneurial relationships in the 
restaurant industry within the NMM. General questions were then posed to gain a 
foundational understanding of the dynamics of these copreneurial businesses and their 
owners before probing deeper into each specific influencing factor.   
 
The following section probed into each influencing factor, selected as the relationship 
influencing factors for this study in literature review of Chapter Two, individually to 
obtain a deeper understanding of specific data for analysis. These factors were 
Commitment, Communication, Conflict, Division of labour, Emotional attachment, 
Relationship bond, Respect, Spousal harmony, Trust and their Value system. 
Repeatable patterns and inferences emanated from the differing perceptions gained 
during the interview process.  
 
This chapter further provides feedback for similar copreneurial couples in industry, 
namely the restaurant industry, so that they may relate, identify and address similar 
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challenges faced in their copreneurship.  This is considered good as the research 
interview design delivered data that is of scientific value to both this study as well as 
possible future studies for analysis. The following chapter will conclude and make 
recommendations to copreneurships, namely in the restaurant industry, based on the 
findings in this chapter.  
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CHAPTER 5 
 
CONCLUSION AND RECOMMENDATIONS 
 
5.1 INTRODUCTION  
The objective of this chapter is to utilise the inferences and findings from Chapter Four 
to draw conclusions and make recommendations relating to the influence of 
copreneurial relationships in the restaurant industry in the NMM. The recommendations 
are made based on strengths and positive attributes as emanated from Chapter Two‟s 
literature review as well as additional sources.  
 
The demographic information of this study reveals that the restaurant industry in the 
NMM has a healthy distribution of restaurant copreneurs of varied ages and length of 
marriage in years. The more years that couples had been married and in business 
together, the more positive and consistent their responses were. This was a promising 
sign as the copreneurial couples were more likely to know each other better and 
experience a deeper level of relationship connectivity.  
 
The industry does not have a healthy distribution of ethnicity in the area of restaurant 
copreneurship with it predominantly being white followed by black and then other ethnic 
backgrounds. No influence was evident from restaurant copreneur‟s form of marriage or 
their restaurant ownership. The majority of restaurant copreneurs only possessed a 
National Senior Certificate or a grade 12 qualification. This revealed a dependency on 
external vendors for some core skills for the operation of their business.  
 
It was further revealed that restaurant copreneur‟s children do not work actively in the 
business but have assisted from time to time on a part-time basis. This was concerning 
as no succession planning, interest or provision was evident for the handing over of the 
business within the family. All participants in this study showed interest in receiving a 
copy of the final research study and knowing what the objective of the study was implies 
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that restaurant copreneurs in the restaurant industry in the NMM are interested in 
furthering their understanding of the influence of copreneurial relationships on business, 
namely theirs. 
 
5.2 GENERAL 
What inspired most people to enter into a restaurant copreneurship with their spouse 
had much to do with their desire to spend more time with each other and family and 
have more flexibility for their personal lives. These were positive relationship and family 
desires and also denotes strength in the spousal relationship which in turn would affect 
the engagement to the restaurant copreneurship positively.  
 
Trading hours presented both positive and negative impacts on the relationship 
depending on how they were structured. The structuring of the trading hours was done 
with the customer, family and relationship or both in mind. Restaurant copreneurs who 
orientated their business‟ trading hours around their lifestyles and the market they 
needed to provide for experienced the most positive impact. This consideration of the 
relationship and family in planning and running the business had a positive effect as 
revealed by the respondent‟s interview responses.  
 
The opposite was evident from restaurant copreneurships that had orientated their 
trading hours primarily around the market‟s requirements that they needed to provide for 
and sacrificed their own personal requirements. Restaurant copreneurs also suffered 
from rest deprivation due to not being able to take a rest during the business‟ long 
operating hours. The recommendation in this situation will follow in the factor‟s specific 
subsection of spousal harmony.  
 
Respect, trust and communication were revealed as the three leading factors for the 
restaurant copreneurs relationships and its influence on their business, for this study. 
Communication, conflict handling and resolution and spousal harmony were revealed as 
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the three leading factors that restaurant copreneurs wished to improve and work on for 
the benefit of their personal relationship and which they perceived would have a positive 
effect on their business. This clearly shows that what factors are deemed to be 
important are not always the factors that are the strongest. It also shows a desire by 
restaurant copreneurs to want to improve factors that they deem important for the 
benefit of their relationship and its effect on their business. It is recommended that 
restaurant copreneurs identify those factors that stunt the realisation of the desired 
factors for improvement and align these factors to those factors that they deem 
important for their relationship and its influence on their business. It is also important not 
to neglect the factors that are deemed not to require improvement but instead to 
maintain them through reflection with your spouse. 
 
Respondents praised their spouses with ease and were quick to list three of their 
strongest qualities but found it difficult to list three of their weakest qualities. Only one 
respondent was able to list three of their spouse‟s weakest qualities while the majority 
only listed one, or two in the case of three respondents. This could be seen in two 
distinct lights: either restaurant copreneurs think highly of their spouses and do not find 
much fault with their spouse or alternatively, restaurant copreneurs are unaware or 
hesitant to identify these faults. The three strongest spousal qualities as perceived by 
this study‟s respondent were being extraverted, committed and taking responsibility of 
their actions. The only weakest links that repeated themselves in this study were being 
outspoken before thinking, poor communication and being pedantic.   
 
It is recommended that restaurant copreneurs make an effort to reflect on what qualities 
of their spouse are strongest and which require some improvement, as perceived by 
themselves and openly communicate this with them in a mutually agreed private 
conversation. One must caution not to specifically go looking for faults, or poor qualities, 
but to be objective, sincere and empathetic in the approach and communication thereof. 
Periodic reflection of this can instil a reinforcement theory for active and subconscious 
addressing of these points. 
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Skill possession of restaurant copreneurs is jointly average with them jointly possessing 
more than half the skills required to function their restaurant. There are however four 
common areas of skills that emanated as being lacking within the restaurant 
copreneurship. Those skills are taxation, marketing, financial control and information 
technology (I.T.). All of these skills are able to be outsourced but this comes at a cost in 
an already financially challenging environment and economic situation. It is 
recommended that restaurant copreneurs seek to identify those skills that should 
inherently be controlled and maintained within the restaurant copreneurship and those 
skills, like taxation, that may be outsourced to a third party vendour. Restaurant 
copreneurs may not be able to keep adequate control over their business if they do not 
understand their key business elements themselves.  
 
With work impacting restaurant copreneur‟s family lives to the unanimous level reported, 
it is a point to pay attention to and to constantly monitor as to how and where it is 
handled for the benefit of the spousal relationship and its influence on the business. The 
largely negative impact of work on the personal / family life and visa versa was due to 
and resulted in a lack of relationship depth, poor communication and increase conflict. 
Arranging the business‟ operation around their spousal relationship and not carrying the 
one environment‟s problems into the other were revealed as the most favourable ways 
of preventing negative impacts from each environment. It is recommended that 
restaurant copreneurs decide on which environment takes precedence, in their opinion 
and revisit their values system to ensure that they conduct themselves according to 
these values. In this way and with active communication between spouses, a better 
mutual understanding is achieved.     
 
Correlation exists between restaurant copreneurships in their perception of how specific 
relational factors influence their restaurant. Commitment, communication, relationship 
bond, respect, spousal harmony, trust and a values system were all unanimously 
deemed to have a positive influence on their business. Three factors were however 
perceived to have a negative influence on the business, namely conflict handling and 
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resolution, division of labour and emotional attachment. The same elements repeated 
themselves and this shows their importance to the restaurant‟s existence and viability. It 
is recommended that while maintaining those elements that have a positive influence on 
the business, restaurant copreneurs need to value the importance of and exercise 
active communication that is frequent, open and effective. This can facilitate a higher 
level of transparency in the relationship which is mutually beneficial to both the work 
and personal / home environment. It is further recommended that tasks and 
responsibilities are assigned and agreed to between spouses based on their skills and 
abilities. This allows copreneurial spouses to know what each of them are responsible 
for and will not overlap each other as frequently when dealing with matters. 
 
5.3 COMMITMENT 
A values system, trust and communication emanated as the three main influences of 
copreneurial commitment between spouses. In order to improve or preserve the level of 
commitment it is recommended that restaurant copreneurs have or establish a shared 
values system, trust each other implicitly and exercise active communication.   
 
Spousal contribution in a restaurant copreneurship does not present itself as a problem 
in this study and restaurant copreneurs perceived their spouses to be contributing 
evenly when considering the combination of both personal / family and work 
contributions. Putting in an extra effort in the business positively influences restaurant 
copreneur‟s relationships but restaurant copreneurs must be actively aware of the 
negative impacts which, at the cost of fundamental relationship factors, result in an 
erosion of family time and intimacy.  
 
It is recommended that restaurant copreneurs actively consider the potential impacts to 
their spouse and families prior to their commitment of extra efforts into the business 
over and above their normal efforts. Communication with the spouse and / or family 
regarding this is quintessential so that it may be supported and agreed to due to the 
sacrifice and impact it has on the personal environment.  
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5.4 COMMUNICATION 
Communication has emanated as one of the most important factors of this study. It was 
revealed how critical it is for the successful functioning of relationships and the business 
as well as a critical tool in conflict resolution and handling and therefore positively 
affects the business. It is with little surprise that the majority of respondents confirmed 
that all issues arising between them and their spouse are discussed using active 
communication to facilitate faster problem resolution, transparency and repeat error 
avoidance with their spouse.  
 
Those respondents not discussing all issues arising between them and their spouse 
suffer from poor communication with more than average conflict and negativity having to 
be dealt with. This in turn influences the business through instances of heightened 
emotions as well as poor decisions being made and potentially better decisions being 
foregone as well as contradiction if each spouse takes a decision in isolation. 
 
Making active communication a part of your relationship and business‟ daily routine will 
facilitate higher levels of transparency, clarity and astuteness in decision making. It is 
essential to strive for communication that is frequent, open and effective and that 
exercise your listen skills as much as your spoken skills.  
 
5.5 CONFLICT 
Conflict is an undesired factor in any relationship or business but the reality is that it 
does exist and presents itself from time to time with the challenge lying in how to keep it 
to a minimum as well as how to deal with it, should it arise. The study revealed that 
work and family obligations often come into conflict with each other due to their 
intertwined nature, mutual importance and effect on each other. This results in varied 
decisions being made based on the decision maker‟s perception of which is the most 
important to address first. Communication is important in this situation as it allows the 
person who is required to make the decision to know, from active communication with 
their spouse and family, whether to address the family obligation or the work obligation. 
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In this way, the most appropriate obligation to be addressed would have been 
discussed with their spouse or family. In the event of there being no time to discuss this 
with their spouse or family, the person making the decision should chose to address the 
obligation which is most likely to have the highest resultant impact on the family and / or 
their spouse. 
 
Open communication, trust and a good relationship bond emanated as the factors that 
allow restaurant copreneurs to manage their spousal conflict best. Respondents who 
failed to make use of these factors avoided addressing their spousal conflict and the 
management thereof in the hope that it will subside on its own. This might work in the 
short-term but with time, frustrations and emotions will escalate and the spousal couple 
might have a larger conflict situation to deal with. Relationship conflict negatively 
impacts their business resulting in poor business decisions being made, a lack of focus, 
emotional distraction and reduced productivity.  
 
Stress, financial strain and labour issues are the predominant stimulants of spousal 
conflict. It is recommended that copreneurs keep their relationship and business affairs 
separate so as to manage the situation better and also to reduce the potential damage 
that could result from mixing the two in the business. Forward planning, open 
communication with their spouse and personal involvement in conflict resolution were 
revealed as positive response actions to spousal conflict. 
 
5.6 DIVISION OF LABOUR 
Two ways emanated for restaurant copreneurs to manage their family and business 
responsibilities, one being structured and planned and the other being adhoc and 
unplanned, with the later having more negative results.  
 
Planned and assigned responsibilities and tasks revealed that the wife saw to the 
children while the husband saw to the business or tasks and responsibilities were 
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assigned according to skills or ability with the latter being the predominant arrangement. 
This facilitated more time with family, tension reduction which increases the ability to 
focus and shorter response times. It did however also present a situation where the 
division of expertise and a widening of the knowledge gap induced concern where 
particular skills resided with specific spouses. A lack of planned and structured 
responsibilities and tasks led to frustration between spouses and potentially spousal 
conflict.  
 
It is recommended that restaurant copreneurs do assign and divide responsibilities 
according to abilities and restaurant copreneurs should embark on cross training 
between each other as well as on the job training. This is to ensure a more sustainable 
operation in times when the one spouse is not available. Outsourcing responsibilities or 
tasks of a specialised nature is a real and viable option as it may allow restaurant 
copreneurs to focus on their core skills and abilities but it is essential that restaurant 
copreneurs maintain a comprehensive understanding of what is outsourced. 
 
Intermixing work in the home and work environments and keeping these two 
environments separate are two distinct choices that restaurant copreneurs have. The 
latter is more favourable and likely to preserve the quality of the relationship through 
assigning specific time to deal with work issues in the work environment. 
 
5.7 EMOTIONAL ATTACHMENT 
It was revealed that restaurant copreneurs have varying levels of emotional attachment. 
Restaurant copreneurs consider their spouses when making decisions due to their joint 
contribution of solutions for matters and their respect and valuing of each other‟s 
opinion. The presence or desire of each other‟s company, spousal love, trust, family 
preservation, the pursuit to building joint wealth and lifestyle flexibility all confirm the 
emotional attachment of restaurant copreneurs to their spouses.  
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The emotional attachment between spouses has either a positive or negative impact on 
the business depending on the situation at hand. Spousal support by stimulating and 
encouraging each other to persevere to do better together through a deeper 
understanding of each other is the predominant positive effect driver in this study of 
spousal attachment. No work and personal / family environment separation and a lack 
time alone and intimacy are the predominant negative effect drivers due to work issues 
and related conversations taking precedence over family or each other.  
 
Restaurant copreneurs should thus actively strive to keep their work and family 
environments separate, especially the negative situational interactions thereof. This will 
facilitate time to focus specifically in each environment and improve the likelihood of an 
intimate encounter in the personal / home environment. Open communication and 
planning time together to address work related topics at the work and time alone were 
revealed as key factors to realising this.  
 
5.8 RELATIONSHIP BOND 
Restaurant copreneur‟s financial position emanated as baring an influence on their 
spousal relationship but this influence is restricted to the minority of restaurant 
copreneurships.  Restaurant copreneurs generally felt that they choose to remain 
focused on each other and apply a greater effort during poor financial times and 
therefore neither has a positive or negative effect on their relationship bond. The few 
restaurant copreneurs that do perceive a negative impact tend not to plan too far ahead 
financially and currently experience a degree of trade difficulty coupled with stress due 
to their personal and business responsibilities. This frustration and emotional distress 
can place strain on the copreneurial relationship bond which can in turn affect the 
business.   
 
Regarding restaurant copreneur‟s current relationship bond, it was revealed that all 
restaurant copreneur‟s relationship bonds have a positive impact on their business. This 
93 
 
is facilitated by restaurant copreneurs providing support and emotional strength to their 
spouse as a united team and a single entity.  
 
It is essential for couples to have their own hobbies and personal time as well as shared 
activities and private time together as this positive effect on strengthening the 
relationship bond. This facilitates an easier handling of business needs psychologically 
while passion and personal experiences may be shared. This is attributed to the 
opportunity for restaurant copreneurs to be afforded personal time alone to pursue their 
own interests or hobbies and to realise self-satisfaction, enjoyment and a break from the 
business and in some occasions, each other.  
 
Through restaurant copreneurs knowing their spouses well, they are intuitive as to their 
spouse‟s needs and preferences. A balanced relationship bond, in the interest of the 
relationship and business, is achieved through spousal compromise and open 
communication which requires personal time to be spent together. This also sets the 
foundation for the couple‟s moral and value boundaries for all actions and decisions and 
when jointly known, heightens feelings of being cared for, considered, respected and 
appreciated. 
 
Personal growth is experience by restaurant copreneurs through their involvement by 
seeing different abilities, qualities and characteristics of their spouse and having the 
opportunity to learn from these observations and understand more about their spouse 
for the growth of their shared emotional bond. This allows restaurant copreneurs to gain 
knowledge of each other‟s strengths and weaknesses, relate and respond more 
effectively to each other‟s and the business‟ needs, become more patient through a 
deeper understanding and allowed better self-expression and thought articulation.  
 
Difficult customers, tough financial situations when they present themselves, time 
management, spousal communication, conflict and the work manner of handling issues 
at home are negative stimulants that hinder the relationship bond. Restaurant 
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copreneurs should focus on transparency and active communication with each other 
and through discussion potentially compromise to facilitate the most beneficial outcome 
for the benefit of both the relationship bond as well as the business. 
 
5.9 RESPECT 
Restaurant copreneurs hold a very high regard and respect for their spouses in terms of 
their efforts in the relationship and business. Spousal effort are best utilised in areas 
that they are suited for from a skills or emotional perspective. An over exertion by 
spouses, a perfectionist approach or an imbalance of responsibilities and tasks 
prompted stress and frustration into the relationship and business. Again, the 
importance of a clear division of labour is imperative through assigned and agreed 
responsibilities and tasks. 
 
Discussing business issues at home is a sensitive choice and could affect spousal and 
family respect and restaurant copreneur‟s spousal harmony positively and negatively. 
Not making, or having, time at work is the predominant reason that restaurant 
copreneurs give for discussing work matters at home. Those who don‟t discuss work 
matters at home make conscious efforts to assign time at the business to hold meetings 
and discuss matters in the environment concerned for most effective addressing as well 
as to keep the work and home / family environment separate. This is done in the effort 
not to carry problems to the home environment and / or not to create a situation that 
could potentially result in conflict, unrest or emotional distress in the home environment. 
It also reduces the amount of time that spouses spent on relationship issues, with each 
other in a non-work context and with their family. Restaurant copreneurs generally 
perceived this to be disrespectful to their spouse as well as their families while those 
who do not discuss work in the home / family environment do so out of respect to 
themselves, their spouses and their families and have included it in their moral and 
value boundaries. 
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Restaurant copreneurs who compromise with each other are deemed very important for 
spousal respect reinforcement. This facilitates the identification and selection of the 
most appropriate solution to a matter in the interest of both the relationship and 
business. Respect is facilitated through listening actively, encouraging and considering 
spousal opinions, mutual encouragement, values system reinforcement and trust. 
 
5.10 SPOUSAL HARMONY 
Having the required skills, discussing matters openly with their spouse and the couple 
having assigned tasks and responsibilities to each other based on skills and abilities 
allow most restaurant copreneurs to contribute positively to their business. A lack of 
experience or skills regarding the subject matter at hand negates restaurant copreneur‟s 
contribution to the business. Decision disagreements were discussed and a 
compromise established to the most logical decision and in the best interest of the 
business. 
 
Both internal and external factors influence restaurant copreneurial spousal harmony. 
Negative internal influences include poor communication that results in conflict, not 
working towards aligned goals which stems from the values system and long and 
tiresome working hours. Negative external influences include customer complaints, 
financial strain due to the economic situation and staff and supplier issues. Positive 
internal influences of spousal harmony include positive financial position, time spent 
with spouse and family, working through faults together, open communication and 
consistently supporting each other.  
 
Long trading and working hours in restaurants that traded both day and night emanated 
as having a negative effect on spousal harmony due to the associated stress, lack of 
relaxation or rest, sacrificing of personal / family time, work being dealt with at home 
and in some cases, conflict that resulted between the spousal couple. Restaurant 
copreneurs should re-evaluate their current personal and business requirements and 
determine the trading hours for their business that would facilitate bringing them closer 
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to fulfilment. This might be tougher in situations where businesses are located in 
centres with fixed or predetermined trading hours or where the business is part of a 
franchise. In this instant, Restaurant copreneurs will have to look within their staffing 
structures to possibly establish and appoint respective management which in turn 
carries its financial obligations and affects profits. They may also consider taking a two 
hour break during a quieter trading time between lunch and dinner service to get some 
rest. 
 
5.11 TRUST 
Very few restaurant copreneurs emanated as their spousal trust in their relationship and 
business being influenced and was instead deemed implicit in general. The strength of 
the spousal bond, lacking skill sets and poor communication were revealed as the 
factors that may affect spousal trust.  
 
It was revealed that restaurant copreneurs trust their spouse‟s judgement and decision 
making abilities to manage the business. Experience and exposure of spouses in the 
business, skills levels, a strained business financial situation and an active day-to-day 
involvement in the business all bare influence on the level of spousal trust. It is therefore 
recommended that for the business to function effectively and for restaurant copreneurs 
to trust their spouses abilities implicitly, core skills need to be focused on and spouses 
need to have a higher active involvement in the business to develop their experience 
and knowledge base.  
 
5.12 VALUES SYSTEM 
It was revealed that the majority of restaurant copreneurs regarded family and family 
values higher than the business and its needs. Family and family values affect the 
business positively in that the feeling of belonging and being cared for improved the 
efforts and commitment of their staff and themselves. It also facilitates better cohesion 
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and happiness within the business as the business‟ performance and values system 
follows from the family‟s state of happiness and values system.  
 
Personal and shared visions were revealed to be important to restaurant copreneurs as 
well as the frequency of revisiting their relevance. The values system also has a large 
impact as it is the foundation of how things are done and dealt with between restaurant 
copreneurs in their relationship and in their business and instils ownership and 
accountability for actions and tasks. 
 
It was further revealed that restaurant copreneurs believed in establishing boundaries 
within the relationship and the intermixing of work being handled at home and family 
matters being discussed in the business is generally rejected and deemed to be 
disrespectful and disruptive to the relationship and family. Designated time to deal with 
work matters in the business and family or relationship matters in the home are 
recommended. 
 
Responsibility and accountability emanated as key values held by restaurant 
copreneurs in both environments with a resultant positive influence on the business. 
Responsibility and accountability may also be shared between the copreneurial couple 
and restaurant copreneurs may also support and motivate each other to build the 
business. This facilitates a reduction of individual stress and the overwhelming feeling of 
being solely responsible and accountable. 
 
5.13 CHAPTER SUMMARY 
Restaurant copreneurs were revealed to share many similarities in comparison to any 
other industry copreneurships as noted in the literature review of Chapter Two. These 
copreneurs deem respect, trust and communication to be the three leading, or most 
important, relationship factors and communication, conflict handling and resolution and 
spousal harmony to be the three leading, or most important, relationship factors to work 
on and improve. A distinct link is evident here in that communication is common and 
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trust and respect phase in with conflict handling and resolution and spousal harmony. It 
also shows restaurant copreneur‟s commitment and insight into improving factors 
deemed important to them for the benefit of their relationship and business. Identifying 
these factors is quintessential and aligning these factors even more of a challenge.  
 
The aim of this study was to probe and gain a deeper insight into the influence of 
copreneurial relationships in the restaurant industry in the NMM and as such has 
offered an insightful understanding into this topic. In doing so, it became evident that 
even though several restaurant copreneurships had a clear understanding of what they 
deemed important to their relationship and business, several restaurant copreneurships 
did not know how to achieve this. From the responses shared, they were in an 
unfavourable position with regards to some of the key relational factors selected for this 
study. 
 
From this study, several positives and negatives regarding restaurant copreneurship 
factors and influences were noted and will be listed accordingly. Positive factors and 
influences include: 
 Accountability and responsibility; 
 Commitment; 
 Equal contributions; 
 Extraverted personalities; 
 Relationship bond; 
 Spousal consideration before making decisions; 
 The inherent desire to spend time together; 
 Time and mobility flexibility; 
 Trust; and 
 Values system. 
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Negative factors and influences include: 
 Actual restaurant copreneur working hours; 
 Being outspoken; 
 Being pedantic; 
 Conflict handling and resolution; 
 Financial strain; 
 High emotional attachment; 
 Labour issues; 
 Poor communication; 
 Poor division of labour; 
 Stress; 
 Trading hours of businesses trading both day and night; and 
 Work being discussed in the home environment. 
 
Most of the above positive and negative factors and influences are common to other 
industry copreneurships but trading hours, actual restaurant copreneur working hours 
and extraverted personalities in all cases stood out as unique elements.  
 
Of the relational factors considered for this study, namely: commitment, communication, 
conflict, division of labour, emotional attachment, relationship bond, respect, spousal 
harmony, trust and the spousal values system, several factors stood out as those baring 
greatest influence on copreneurial relationships and their business. This study, from an 
analysis of the collected interview data and subsequent findings, determined 
communication to stand out above all other factors as being the most critical to 
copreneurial relationships. All other factors emanated as important but division of 
labour, values system, respect and relationship bond were revealed as extremely 
important, just behind communication. 
 
One thread that came through strongly throughout this study was the requirement to 
plan for almost every situation and / or factor. Planning emanated as a critical 
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component to all factors and the lack thereof revealed, in some instances, elements of 
conflict, frustration, stress, lack of respect, skills disparity, unclear tasks and 
responsibilities and a intermixing of work in the personal / home environment. 
 
5.14 LIMITATIONS OF THE STUDY AND RECOMMENDATIONS FOR FUTURE 
RESEARCH 
It needs to be highlighted that this research was exploratory, intended to analyse the 
influence of various selected relational factors of restaurant copreneurships in the NMM. 
It was not intended to investigate the nature or extent, linear or otherwise, of any 
discerned relationships between the variables. 
 
Several limitations to this study were experienced during its pursuit to contribute value 
adding information to the copreneurship body of knowledge. These limitations were kept 
in mind when analysis the collected data and reviewing the findings for the conclusions 
and recommendations. Opportunities for future research have also been identified 
through the reflection of these limitations.  
 
For the current study, a population of copreneurships in South Africa was not freely 
available, let alone in the restaurant industry, even though these businesses exist and 
constitute a large percentage of businesses in South Africa (Venter, 2003:220). 
Santiago (2000:18) adds further reasoning to the lack of family business database 
availability, citing their traditionally secretive nature as the forerunner which in turn 
makes this a challenging population to study. The methods employed for this study 
were the best possible under the circumstances of the lack of a defined database and 
as such could be questioned for validity but still followed a scientific basis. The findings 
of this study can therefore not be generalised to the general family business population. 
The sample size for this study was thirty-six but only sixteen restaurants qualified 
against the qualifying criteria with ten copreneurships agreed to the study. A larger 
sample size and / or a more detailed survey could provide more reliable data, a smaller 
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confidence interval and greater clarity on the affective factors that influence copreneurial 
relationships in the restaurant industry in the NMM. 
 
Regarding the interview process, only one of the two copreneurial spouses were 
interviewed. The limitation of this is that only one perspective of each specific 
copreneurship was obtained and the views and perceptions of the second copreneurial 
spouse were not accounted for. This was taken into account by the present study in that 
it was foreseen that the copreneurial respondent would not be truly open with his / her 
responses, if in the presence of their spouse, due to the personal nature of several 
questions. The researcher could also have arranged a second round of interviews to 
cater and accommodate the copreneurial spouse but this was deemed unnecessary 
and not plausible due to impending time constraints for the research study.  
 
As per Eybers (2010), this study did not investigate potential environmental factors that 
may influence copreneurial relationships and their influence on the restaurant industry, 
in this case in the NMM. Future studies concerning restaurant copreneurships should 
also investigate the influence that certain external market conditions will have on 
copreneurial relationship‟s influence on their business in the restaurant industry. Future 
studies could investigate the topic nationally and even internationally as the factors are 
common throughout the industry with the only exception being the extent to which the 
factors influence the topic. It may be possible that parallels can be drawn with other 
populations, but it must be remembered that South Africa has unique circumstances, 
demographics, and labour legislation that could impair any such comparisons and 
inferences derived from the findings of this study. 
 
The prevailing economic conditions in South Africa at the time of this study may also act 
as a limitation. Lascot (2011) states that human behaviour may change from time to 
time depending on the current market situation. For example, during recessionary times, 
such as are being experienced locally and globally, human expectations and business 
conditions would be heavily influenced by current trade conditions. Growth periods 
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deliver sufficient trade and as such emotional and relational conditions of spousal 
couples are not as strained or under as much pressure as opposed to supressed 
trading conditions, looming financial hardships and induced frustrations and stress. This 
study was performed at a specific point in time, with its associated set of economic 
conditions. 
 
Task-based factors did not form the focus of this study but from the outcomes of this 
study opportunity exists for a future study that merges both task-based and relational-
based factors. This may offer an even further and more holistic understanding to what 
influences copreneurial businesses within the restaurant industry and this may be 
compared to previous studies by Venter (2007) and Eybers (2010) to draw inferences 
derived from such studies.   
 
Finally, it is recommended that future studies look into the cultural aspects and 
influences of copreneurial relationships in the restaurant industry or any other 
copreneurial industry.   
 
5.15 CONCLUDING REMARKS 
It is hoped that this study has provided a deeper insight and understanding to the 
influence of copreneurial relationships in the restaurant industry, namely in the NMM. As 
stated by Eybers (2010), copreneurships are playing an increasingly important role in 
the economies of many countries. The viability and sustainability of these partnerships 
is thus of paramount significance. In order to ensure this, copreneurial couples must 
cherish their relationships with each other and work together as a team.  
 
Many recommendations have been presented in this study in the hope of assisting 
copreneurships, namely in the restaurant industry, to achieve a deeper insight and 
understanding to the dynamics of their own copreneurship and to invoke improvements 
for their viability and sustainability. It is also hoped that it will serve to assist them in 
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identifying factors within their own relationships and copreneurships that may be 
harnessed, maintained or improved for the benefit of their relationship and 
copreneurship. 
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APPENDIX A 
QUALIFYING QUESTIONAIRE 
INTRODUCTION 
In order to accurately determine the final sample for this study, all restaurant 
copreneurships identified in the initial population were personally contacted via 
telephone or in person. The aim of the contact session was to ascertain whether the 
identified restaurant copreneurship did indeed meet the qualifying criteria for this study. 
It was also used to identify all restaurant copreneurships from the initial population that 
were keen to, or accepted, partaking in this study as it was purely on a voluntary basis.  
 
Several restaurant copreneurships declined to partake in this study due to the personal 
nature of the study while other restaurant copreneurships did not met the qualifying 
criteria. From the initial identified restaurant copreneurships, most copreneurships who 
qualified for this study accepted partaking in it. All restaurant copreneurships in the final 
sample showed interest in receiving the outcomes of this study. All restaurant 
copreneurships further chose full anonymity due to the sensitivity and personal nature of 
the study and its questions. 
 
When restaurant copreneurships were contacted to qualify respondents it was 
explained that this research study on restaurant copreneurs (husband and wife teams in 
business together) is currently (2012) being conducted by the researcher, Ethen Von 
Hoffmann, for two reasons. Firstly, to facilitate the successful fulfilment of all criteria set 
forth by the Nelson Mandela Metropolitan University (NMMU) Business School in Port 
Elizabeth for the potential awarding of a Masters degree in Business Administration 
(MBA). Secondly, to identify repeatable patterns that emanate from differing perceptions 
gained from copreneurships in the NMM restaurant industry with regard to the influence 
of their relationship on their business. This in turn would provide feedback for these and 
similar copreneurial couples in the restaurant industry so that they may relate, identify 
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and address similar challenges faced in copreneurship with the aid of forthcoming 
findings, conclusions and recommendations.  
 
This all culminates in the hope that this research study‟s contribution will add to the 
greater scientific body of knowledge in the field of family business and facilitate 
copreneurships, namely those in the restaurant industry, to be, or become, more 
effective and sustainable. This could in turn contribute to the reduction of the high failure 
rate of such businesses but in no way guarantees to deliver this result due to the 
dynamic and fragile nature of the environment and economies in which these 
businesses operate.   
 
It was further shared that for the purpose of this research study a copreneurial business 
referred to a husband and wife team that share the ownership and management of a 
business. This also included the sharing of responsibility for all the activities within that 
business.  
 
The following is the questionnairethat was utilised to qualify respondents during the 
telephonic or face-to-face contact session: 
1. Would you be willing to participate in the current research study should you fulfill all 
the interview qualifying criteria and qualify as a respondent? 
Yes   
No   
 
2. Would you like full anonymity regarding your responses to the questions that follow 
as well as the possible interview and its responses that will follow, should you meet 
all the interview qualifying criteria? 
Yes   
No   
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3. Are you willing to partake in this research study in the hope to benefit both your own 
business as well as those of other copreneurial couples? 
Yes   
No   
 
4. Is your business directly involved and located in the restaurant industry in the NMM? 
Yes   
No   
 
5. Are you currently married? 
Yes   
No   
 
6. Do you and your spouse currently own and manage a running copreneurial 
restaurant or have owned one within the last twelve months at the time of their 
response? 
Yes   
No   
 
7. Have you been involved with your spouse in restaurant copreneurship for more than 
3 years? 
Yes   
No   
 
8. Are you both directly involved in the decision-making and management of your 
restaurant? 
Yes   
No   
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APPENDIX B 
PRE-INTERVIEW QUESTIONAIRE 
 
INTRODUCTION 
1. Demographic Information  
The following questions provide demographic information about you, your spouse and 
your copreneurial business (the business you are jointly in with your spouse). 
Copreneurs are couples (husbands and wives) that share the ownership and the 
management of a business, which includes sharing the responsibility and decision-
making for all the activities within that business. If you are no longer in business with 
your spouse but were within the last twelve months from the date of this contact 
session, please answer all questions relating to the business that you were in with your 
spouse in a manner that describes how it was in the final year that you and your spouse 
worked together. Please indicate your response by making a cross (X) in the 
appropriate numbered block as requested.  
1.1 Based on the description above (please select one option only): 
My spouse and I currently have a copreneurial restaurant.   
My spouse and I previously had a copreneurial restaurant.   
 
1.2 Please indicate the ethnic background of your family: 
Asian  
Black   
Coloured  
White  
Other   
 
1.3 Please indicate your gender: 
 
 
 
Male  
Female  
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1.4 For how many years have you been married to your current spouse? __   _   
years. 
  
1.5 How are you married? Please select from the below options: 
Community of property  
Ante nuptial with accrual   
Ante nuptial without accrual  
 
1.6 Please indicate with an “X” under each relevant column which age band you and 
your spouse fall within:  
  
Age Band Husband Wife 
>20<30   
>30<40   
>40<50   
>50<60   
>60<70   
>70<80   
 
1.7 Please indicate how long you have been working together in business with 
your spouse:  years. 
  
1.8 Please indicate how long you have been working together in your current or 
last business with your spouse:  years. 
  
1.9 Please indicate how the percentage ownership of your copreneurial business is 
shared: 
No. Person % Share 
1 Husband (male spouse)  
2 Wife (female spouse)  
 Total (The cumulative total should add up to 100%): 100% 
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1.10 What are your highest qualifications obtained? 
Highest Qualification Husband Wife 
< National Senior Certificate   
National Senior Certificate   
Certificate   
Diploma   
Degree   
Post Graduate Degree   
Doctorate   
 
1.11 How many children do you have? 
1  
2  
3  
4  
Other  
 
1.12 Do any of your children work in the business? 
Yes   
No   
 
1.13 How old are your children? 
Age Band (In years) Child 1 Child 2 Child 3 Child 4 
<18     
>17<25     
>24<30     
>29<40     
 
1.14 Would you like to receive a copy of the completed research study 
Yes   
No   
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APPENDIX C 
INTERVIEW QUESTIONAIRE 
INTRODUCTION 
Evidence exists worldwide that the number of husbands and wives that are in business 
together (copreneurships) is on the increase. Couples in business together, however, 
face a unique set of challenges as they attempt to combine their marriage and business 
relationships. As copreneurial businesses become more evident, it becomes 
increasingly important to understand the conditions necessary to ensure not only the 
continued profitability and success of the business, but also of the marriage relationship. 
 
Family businesses play an important role in the social development, strength and 
dynamism of the South Africa economy, as well as economies of other developed and 
developing countries. They are expected to play an increasingly bigger role in the global 
social and economic future on the back of their rapid growth. 
 
A high attrition rate of family businesses in recent times due largely to globally recessed 
economies since 2008,coupled with their social and economic development importance 
and relationship influences, is making it increasingly difficult for copreneurial businesses 
to remain sustainable, grow, develop further or even remain viable and avoid closure. 
These pressures tend to spill over from the business into the couple‟s relationship and 
vice versa influencing the relationship and subsequently, the business.  
 
This study aims to further contribute to the family business body of knowledge by 
gaining an understanding of the influence of copreneurial relationships on the restaurant 
industry in the Nelson Mandela Metropole (NMM), with a specific focus on the SME 
family business sector and follows an exploratory approach. The following questionnaire 
will form the structure of the interview. The objective of this interview is to gain essential 
insight into the perspectives and experiences of copreneurial couples and the influence 
of their relationships on their restaurant business.  
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The questions are structured to facilitate information regarding the following factors that 
are the predominant factors identified that contribute to the strain and failure of 
copreneurships: Commitment, communication, conflict, division of labour, emotional 
attachment, relationship bond, respect, spousal harmony, trust and the spousal values 
system. This will facilitate gaining and offering a deeper insight and understanding. 
 
The interview is expected to take approximately one hour and will be recorded 
electronically for data analysis. Any terminology not understood will be explained during 
the course of the interview. You are kindly requested to answer all questions truthfully 
and without bias, as this will affect the quality and validity of the study and findings. You 
have the right to refuse to answer any questions should you not feel comfortable, find 
them irrelevant or unethical. Please answer the questions in a manner that relates to 
your current business and relationship state unless otherwise stated. In the event of 
your business having closed within the last twelve months, please answer all questions 
in context of the conditions at the time your business was still in operation. 
 
Please note that any reference to your businessrefers to the business you are in with 
your spouse. There are no right or wrong answers and only the perceptions, 
experiences and views thatyou hold are important. All your responses will be treated 
with the strictest confidence. Names of individuals will not appear in the research report, 
only the data within the shared responses from the interview to follow.  
 
Should you be interested in the results of this study, a copy of the findings would be 
made available to you. If this is the case, please ensure that your contact details are 
given to the interviewer.  
 
Thank you once again for your willingness to participate in this research study and 
contribute to the success of this important research project as well as the endeavours to 
facilitate positive outcomes for restaurant copreneurships. 
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GENERAL 
With regards to your business, what inspired you to open it and be in partnership with 
your spouse? 
 
What are your business‟ trading hours? 
Respondent Trading Hours 
1  
2  
3  
4  
5  
6  
7  
8  
9  
10  
 
How does your business‟ trading hours, namely those falling outside of the Monday to 
Friday 08H00 to 17H00, impact your personal life and why? 
 
Which of the following factors do you regard as the 3 most important for your 
relationship and its influence on your business? 
Factor / Respondent 1 2 3 4 5 6 7 8 9 10 
Commitment           
Communication           
Conflict           
Division of Labour           
Emotional Attachment           
Relationship Bond           
Respect           
Spousal Harmony           
Trust           
Values System           
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As a couple, what are the strongest factors / qualities of your spouse that contribute 
positively to your relationship and why? 
 
What are the weaker factors / qualities of your spouse that contribute negatively to your 
Relationship and why? 
How do you deal with it? 
  
Do you, as a couple, think you have the required skills to run your business effectively 
and what skills do you lack? 
Skill Possess Lack 
Leadership   
Labour Relations   
Taxation   
Marketing   
Financial   
I.T.   
Customer Communication   
Emotional Strength   
 
Does your work impact your personal / family life and viseversa?  
If so, do you feel that this is a problem? How? 
 
From the following list, which are the top 3 factors that you feel require improvement or 
development for the benefit of your personal relationship, which would positively 
influence your business? 
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Factor / Respondent 1 2 3 4 5 6 7 8 9 
Commitment          
Communication          
Conflict & Resolution          
Division of Labour          
Emotional Attachment          
Relationship Bond          
Respect          
Spousal Harmony          
Trust          
Values System          
 
For each of the following relationship factors please indicate whether they have a 
positive or negative influence on your business. 
Factor Positive Negative 
Commitment   
Communication   
Conflict handling and resolution   
Division of labour   
Emotional attachment   
Relationship bond   
Respect   
Spousal harmony   
Trust   
Values system   
 
Please share 3 things, from your personal experience, that you have found to minimise 
these negative influences and build on the positive influences. 
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COMMITMENT 
What are the top 3 things that influence your commitment to your copreneurship? 
 
Do you both contribute equally to the running of the business and if not, why? 
Respondent Yes No 
1   
2   
3   
4   
5   
6   
7   
8   
9   
10   
  
What impact does putting in an effort beyond that which is normally expected, in order 
to help your business to be successful, have on your relationship? 
 
Does the relationship impact positively or negatively affect your business? 
 
Do you feel more committed to your spouse and business as opposed to working for 
someone else-and why? 
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COMMUNICATION 
Do you discuss all issues that arise between you? How? 
 
How would you describe your communication with your spouse?  
Respondent Frequent Infrequent Open Closed Effective Ineffective 
1       
2       
3       
4       
5       
6       
7       
8       
9       
10       
 
Has your communication with each other positively or negatively affected your 
business? How? 
 
What do you believe is lacking in your spousal communication and why? 
 
How do you acknowledge and communicate each other‟s achievements?  
 
Do you and your spouse both consult each other before making important business and 
financial decisions and how do you handle disagreements? 
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CONFLICT 
Do your work and family obligations come into conflict with each other and why?  
 
How do you manage conflict between you? 
 
What impact does relationship conflict have on your business?  
 
Does conflict or disagreement predominantly occur between you at home or work? 
 
What factors contribute towards causing conflict between you and your spouse and how 
do you avoid or handle it? 
 
DIVISION OF LABOUR 
How do you manage your family and business responsibilities and what is the effect? 
 
Does a clearly defined division of labour exist between you and your spouse? Why? 
 
Have you found that your spousal skills impact on your division of labour? Why? 
 
How does the intermixing of work in the home and business environments affect your 
relationship and business? 
 
EMOTIONAL ATTACHMENT 
Do you consider your spouse when making decisions and why? 
 
Why have you chosen to work with your spouse in your business?  
 
What effect and / or impact does an emotional attachment to your business have on 
both your relationship and business? 
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Have you experienced a lack of time alone and intimacy with your spouse and what 
effect has this had on your relationship and business? 
 
How, if at all, have you handled it? 
 
RELATIONSHIP BOND 
Does your current financial position impact your relationship bond with your spouse? 
How? 
 
What impact has your relationship bond had on your business? Why?  
 
Do you share common interests and what effect does it have on your relationship and 
business?  
 
How has your understanding of each other‟s needs and preferences affected your 
relationship and business?  
 
Has your joint involvement in your business contributed to your own personal growth 
and development? How? 
 
What hindrances do not bring out the best in you and your spouse and how does this 
influence the business?  
 
RESPECT 
What is your view on the efforts of your partner in the relationship and business? Do 
you feel they do enough, too much or too little and why? 
 
What effect does discussing business issues with your spouse at home have on your 
relationship and business? 
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How do you reinforce respect for each other (Eg. Encouraging personal views and 
appreciating each other)? 
 
SPOUSAL HARMONY 
In your opinion, does your spouse generally make decisions that contribute positively to 
the business?  
Do you agree with them?  
How do you handle those decisions that you disagree with? 
 
What influences your spousal harmony?  
 
What impact does it have on your business? 
 
How do your business‟ trading hours affect your relationship?  
Do you deal with business matters in your personal time? 
 
What impact do the trading and your personal working hours have on yourselves and 
your relationship? Please explain. 
 
TRUST 
What influences your trust in your relationship and business with respect to your 
spouse? 
 
Do you trust your spouse‟s judgment in making business decisions to manage a 
situation? Why?  
 
What causes you to doubt each other‟s ability and why? 
 
Do you find it difficult to leave the business in the hands of your spouse? Why? 
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VALUES SYSTEM (RESPONSIBILITY / ACCOUNTABILITY AND BOUNDARIES) 
Which generally takes precedence: Family and family values or business and business 
needs? How does this affect the other and how do you handle it? 
 
Do you each have a personal vision? 
Do you have a family vision? 
 
Do you share a clear vision with regards to your relationship and business? 
 
What impact does your values system have on your relationship and business? 
 
Do you revisit your vision and goals from time to time with your spouse? How often? 
 
What clearly defined boundaries exist between you in your home environment and in 
the business? 
 
Do you both accept responsibility and authority in both your personal and work arenas? 
How does this influence your business? 
 
Thank you very much for your valued time and contribution to the family 
business body of knowledge! 
 
